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“Each year since 1949 
our budget for 


House Beautiful 
has been increased........ 


General Manager of Extensole Corporation 


CORPORATION +> SPARTA, MICHIGAN 
March 12, 1953 


Mr. Frank T. White, General Manager 
of Extensole Corporation, 

{ fine extension tables. ee 

makers 0 mr. Richard A. Moefer, & 


572 Madison Avenue 
New York 22, New York 


“We get the most results for Dear Mr. Hoefer: 


ost from your Since 1945 Extensole has advertised continuously in House 
the least e : whine Beautiful and now looking back our confidence in this 
. ” 2 'e } 
magazine, continues ir. t magazine is indeed well founded. 


My associates and I all felt that House Beautiful would 
have 4 great trade influence as well as the ability 
to create a demand for our products at the retail level. 


EXTENSOLE sales In support of this confidence, jt is interesting to note 
that today we have gore than four times the number of 


have increased nearly 500% dealers that we had in 1985 and that our business in 
. e 1945 dollar volume has @ultiplied nearly six times. 
sinc ° 


A good measure of this increase is due to our advertising, 
. ~ P j ‘ ti in the great @ajority of whic is done in House Beautiful. Each 
Extensole’s principal advertising year since 1945 our budget for House Beautiful has been 

° l increased as we have found that we get the sost results 
medium is House Beautifu . for the least cost from your magazine. 


More evidence that I wish to mention also that all of us in the furniture 
‘ business owe a debt to your editorial staff for the 


: ‘GULAR influence they have exerted in the interest of good design 
it pays to be a REGUL and good taste. They nave done this in such an interesting, 


* , aa attractive, and informative way that it makes House Beautiful 
House Beautiful adv ertiser. the well balanced magazine that it is. 


We, of course, will continue to be in Mouse Beautiful 
regularly as we have been for years. 


Sincerely yours, 

EXTE rh or e 
@ delivers most aia taaiie 

sales action per copy 


@ sells both sides 


of the counter 


Prank T. White/e 


House Beautiful... 


The onoat: Floyible 


magazine 


on, oduertiner com buy | 


Beginning with its August issue MeCall’s 
offers a number of new units of space for use by 
advertisers. The new units all partial pages 
bring the total number of space-buying oppor- 
tunities in McCall’s to thirty-nine . . . more than 
are available in any other magazine. 


The introduction of new units in McCall’s is not 
unusual. McCall's has long been a pioneer in 
flexible space units. Island columns, half and 
quarter pages in four color, are all McCall's 
developments. 


What is the thinking behind all this? 


Simply this. Even though magazine rates per 
thousand circulation are lower than they were 
twenty years ago, unit costs to advertisers have 
been steadily rising. This has forced many ad- 
vertisers to curtail schedules or use fewer media. 
More flexibility in advertising units will permit 
more frequency, the use of larger lists and, in 
McCall’s opinion, create more advertising use. 


Still the introduction of any new unit had to be 
considered in terms of the appearance of the 
magazine, the advertiser and the reader. For 
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“Jungle” pages confuse the reader and hurt the 
advertiser. 


That is why some of the new partial page 
units, which first appeared in Canadian publica 
tions, have been under study by American maga 
zines for some time. As a result of its own studies 
McCall’s now offers partial page units which are 
of maximum value to the advertiser and enhance 
the appearance of the magazine. 


The new partial page units are bound to present 
an interesting challenge to the creative people in 
agencies. Having studied them at length before 
accepting them, we may have some suggestions to 
offer. McCall’s is only too glad to work with 
agencies for the most effective use of the new units. 


Along with the new units, McCall’s is 
offering the benefits of an exclusive new 
printing process to full-page, 4-color ad- 
vertisers. The new development enables 
the advertiser to submit a set of 4-color, 
429-line plates for use in producing 
a 680-line page advertisement—at the 
4-color page rate without premium. 


I} you're fishing Jor ways and means to 
make your direct mail more attractin 
and more effective, call James Gray, 
Inc. 

We've learned, in thirty-four years, ex- 
actly what bait your mailadvertising 
needs to lure more business, more 
sales, for you. 


Best of all, you needn't cast around for 
service when you call James Gray, Inc. 
Because we are direct mail specialists, 
we'll attend to all the phases of any as- 
signment ... from the ideas that spark 
your sales campaign right through to 
final distribution. One call brings you 
complete facilities for lithography, 
printing, letter production and mailing, 


Get economical, efficient service for all 
direct mail needs . . . get on the line 
to James Gray, Inc. 

*Ask us how we help The Epicures’ 
Club hook a mail selling success. 


New York 17, “ : 
MUrray Hill 2-9006 


lettercraftsmen 
lithographers 
printers 
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ADVERTISING 
Retailers Run this Co-op Ad Plan 


A West Coast cooperative, United Grocers, gives a reverse 
twist to a tested form of tie-in promotion. Advantages: Each 
retailer publishes weekly a full schedule prepared by a central 
office. But grocer sets his own prices. 


By Robert B. Johnson, Advertising Manager, United Grocers, 
Ltd. 


Retailers Shape Policy 
For Food Manufacturers 


Retailers tell manufacturers what's wrong at point-of-purchase. 


Why Genesee Hired a Pretty Career Girl 


DISTRIBUTOR RELATIONS 


What Distributor Salesmen 
Want Most in Meetings 


Do you agree or disagree with the 13 points? And what about 
the hopes and the gripes of both distributor management and 
manufacturers which Mr. Brendel airs in this article? 


By Louis H. Brendel, Merchandising Director, James Thomas 
Chirurg Co. 


DOOR-TO-DOOR SELLING 


Who Says Door-to-Door Selling 

1s on the Way Out? 
Harry Lemmons’ five-year-old Saladmaster company racked 
up $4 million in sales last year, is out to double it in 1953. 
Here is a case-history chock-full of help on hiring, training, 
stimulating, and controlling salesmen. 
By Harry Lemmons, President, Saladmaster Sales, Inc. 


EMPLOYE RELATIONS 


Your Men Are Listening 
But "Can They Hear You?” 


Do you know what your salesmen complain about most fre- 
quently? It is not compensation. It is not service or product 
quality. It is communications. . . 

By Walter E. Brunauer, Director, Sales Personnel Develop- 
ment, Lily-Tulip Cup Corp. ... Peat wena ieee Cacao ae 
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MARKET DEVELCPMENT 


How and Why Sanforized Pioneered 

The Market for Fitted Sheets 
Cluett-Peabody’s Sanforized Division sells only a_ process. 
3ut, to rouse manufacturer-interest in a new idea, it had to 
start at consumer and dealer levels. Today fitted sheets are 
‘in’ and Sanforized is cashing in on its spade work 


Structo-Lite to Alter 

"Sot" Building Habits? 
U.S. Gypsum’s new sandless plaster is lighter in weight than 
the traditional product, much more fire-resistant. The Chi 
cago test campaign reveals great sales potential. 


MARKETS 


Our Dieting Millions: They're 

Playing Hob with the Food Industry 
Never in your born days have you heard so much talk—and 
seen so much in print—about diets. Major part of the interest 
centers in reducing and’ weight control, It’s producing changes 
in products, promotion and advertising. 
By Etna M. Kelley 


SALES AIDS 


Can Weather Bureau Forecasts 
Help Solve Your Sales Problems? 


Four kinds of official predictions are issued regularly 
your competitors using them to steal a march on you? 
By Jerome Shoenfeld, Washington Editor 


SALES MANAGEMENT 


Product and Materials Decisions 
Now Part of Sales Manager's Job . 


SALES PROMOTION 


Let Your Customers Share Your Dreams 


Car makers’ experimental models set fire to the public’s imag- 
ination and stimulate appetites for new motoring luxury 28 


TRAINING TECHNIQUES 


What's All This Better Reading” 

Shouting about? 
his quiz explains. Now we have available a tested training 
technique aimed at helping sales executives and salesmen to 
read faster and with better understanding. It can be an effec- 
tive weapon in the Battle of the Bulletins & Memorandums. 
By Steven Warren, National Director, The Foundation for 


Better Reading 44 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 103. Sales Trends (Retail) 
Comment 15 Scratch Pad 

High Spot Cities Shop Talk 

The Humen Side Tools for Selling 
Readers’ Service Trends 


Sales Manager's Bird Cage Worth Writing for 
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YOU DON’T NEED A WITCH HAZE 
OR A GEIGER COUNTER TO UNCOVER ¥# 
PAY DIRT WITH THE IEN PLAN 


Finds and sells 
new markets! 


Industrial Equipment News will find 
you new customers, new markets, and 
help you to keep them. 

New products, new applications, come 
so fast that, no matter how efficient a 
sales department may be, it is impos- 
sible to keep up with potential buyers 
without a systematic, all-inclusive 
locating device. 

The device, IEN, is already here and 
functioning successfully. 

You start with vour 62,000 best pros- 
pects, all selecting, specifying or pur- 
chasing officials in active, well-rated 
plants in 28 industries. A few thou- 
sand consultants and government 
officials are included, 

Every month you lay before this res- 
ervoir of buying power an illustrated 
and indexed description of your 
products. Each of these users is look- 
ing for products just as fervently as 
you are looking for new customers. 
Buying action from new customers, 
perhaps in unsuspected industries or 
departments, results. 

That’s TIEN! And the cost is only 
$1,800 a year for 62,000 monthly 
calls; less than “é¢ per call. 


TO HELP YOU SELL, ASK FOR: 
The IEN Pilon 
How to write a product 
news release 
How to prepare the most 
productive ods 
How to cash in on inquiries 
NIAA Report 
CCA Audit 


Industrial 
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1) Chrysler Four 
2) Lazy Husband 
© Nose Knows 

(4) Worry Ender 


@ Chrysler opened its new dramatic show fast month 
with the largest starting network in television history, 
Each week Medallion Theatre CBS-TV) is 
“owned” by a diflerent Chrysler Corporation ear: Chrysler, 
De Soto, Dodge or Plymouth. Each car’s program has its 


Saturdays, 


own announeer or announcing team, chosen for appeal 


to pote ntial buyers of that car. Bill Spier is the producer, 


a woman wants to know if something ts 
That was the headline 
ft first advertisements in this new campaign for Levet 
Brothers’ Surf. Supplemented by 24-sheet billboards and 


radio and TV commercials, ads employ dynamic pictures 


really clean...she uses her nose. 


md a yellow border to dramatize the copy theme: “When 


vou Wash them with Surf, they smell like sunshine.: 


2) Gold Bond’s “Lazy Husband” has made a hit with 
consumers and paint dealers alike, according to National 
Gypsum Company, BBDO Buflalo client. Appearing, in a 
novel format, this whimsical character opened the 1953 
Gold Bond Velvet campaign in Life, 
merchandising package built around the series by thi 


Response to the 


client indieates a busy future for the “Lazy Husband.” 


End winter’ 


American. * Worries right now 


Standard Warm a 
for as little 95'398 
we 


- nstall 


ir Heating 
ok” 


now for 


Q Who wouldn't like to end his winter worri 
as little as $3.98 a week! These Post ads show common 
American-Standard Warm Ait 
Heating is the right solution. Note how the dealer is brought 


into the pieture by reference to his listing under “Furnaces” 


heating problems. tell why 


in the “Yellow Pages” of the tele phone directory, American- 
Standard is a chent of BBDO Pittsburgh. 


BATTEN, BARTON 


' HIC AGE LEVELAN t 


AUGUST | 1953 


» DURSTINE & 


OSBORN, INC. 


MINNEAPOL 


Idvertising 


u op A bit bt 


The Saturday Evening 
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TOPS 


its own record for 6 months’ advertising revenue (*41,650,391) 


TOPS 


in newsstand sales among weeklies (A.B.C. 1,844,444 first quarter) 


TORS 


its previous high for single-issue circulation (Feb. 14—4,934,764) 


MOY - gets to the heart of America 


A CURTIS PUBLICATION 


A DATE WITH THE DOCTOR but no mommy has to bribe her bairn to see 


YORK this Doctor. She's Dr. Frances Horwich, whose TV program for kids is a smash hit. 
e 
knows how fo get 
SUNDAY 


CIRCULATION 


in America's 11th 
The Wonderful Dr. Frances 
county back to ' aa : 
Phere’s a rumor around in TV circles that it one of NBC's best 
1946 levels (losses programs Is a success it’s all an accident. NBC doesn't exactly deny 
it, either. “The program the popular “Ding Dong School,” less 
than six-months-old, sponsored by three well-known companies and 
range to 33,861) featuring a prominent educator, Dr. Frances Horwich. It is presented 
five days a week Nlondavys through i days midmorning. It’s a 
show tor kids a show with a difference. But here’s the rumor: 
When the show was conceived, NBC sent one of its boys out to 


... because the 


Chicago's Roosevelt College to interview a woman professor who 
y Z | 


the network's top brass had heard, would be a natural tor the format. 
When the NBC man got there he had forgotten the protessorial 
name. The receptionist, trying to be helpful, reeled off a string ot 
names until she got to Horwich. “That's it,” said the NBC-er. Be 


tor the mistake Was d scovered Ir. Horw ch had been signed and 
delivered. And a break for NBC that was. 


Ding Dong School is ti ple sponsored bv Scott Tissue Co., Gen 
eral Mills, Inc., and Minnesota Mining & Mtg. Co. They signed 


in that order, a month apart, And each of them feels it has latched 
onto a very good thing, indeed. ‘Vhis is all the more surprising when 
vou consider that at the onset no one, not even NBC, would have 
given much for Ding Dong’s chances. The format was so new, such 
gained 29,464 Sunday a quiet, restful sort of kid’s show, it was odds on in ‘TV circles it 
would simply expire in a little sigh. The moving force turned out to 
(since its start in '46) be Dr. Horwich, who has kids the length and breadth of the land 


behaving like angels—at least while she’s doing her turn. 


The show's format is deliberately paced to a pre-school, three-to 

four vear. level of interest and understanding. And it is such an 

Newark 1, N. J O'Mara and Ormsbee nformal, wispy sort of show that in telling what happens on a typical 
half-hour, vou might be tempted to ask, ‘Is that all?” 
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¥ CAI 


the most POWERFUL 
advertising influence 


in the Southwest! 


[ IN BEXAR COUNTY _ 


WOAI Station D 


Station B- Station C 


DAY 


105,711 


85,860 


70,608 


47 ,237 


WOAI 
GREATER 


AUDIENCE 


23.1% 


49.7% 


123.7% 


NIGHT 


91,265 


75,336 


56,261 


48 ,245 


WOAI 
O creater 
AUDIENCE 


21.1% 


62.2% 


89.2% 


WOAI has MORE families OUTSIDE Bexar County 
than the next three stations COMBINED! 


DAY 
WOAI! Station B 
| Station C 
272,106 Station D 
272,106 


NIGHT 
Station B 
Station C 
Station D 


59,924 
33,306 
12,933 

106,163 


410.9% More! 


WOAI is the most listened to 
station in 79 COUNTIES with more 
than 345,000 radio families! 


for full report EDWARD PETRY & COMPANY, INC 


73,784 WOA j 


67,653 | 
40,270 542,412 
181,707 542,412 


49.7% MORE! 


A Special Service 


CORPORATE 
CHRISTMAS GIFT 
SUGGESTIONS 


mn 

| HE editors of SALES 
MANAGEMENT have just fin- 
ished an analysis of comments 
from more than 1.200 readers 
on the most popular items they 
have used for corporate Christ- 
mas gifts—to employes, cus- 
tomers, dealers, distributors. 
prospects, 


They will be glad to offer their 
services without charge or 
obligation lo any reader who 
may be puzzled as to what to 
give this year. All that you 
need do is write us the answers 
to these questions, and our 
reply will suggest both items. 
with price range, and suppliers. 


How many names are on 
your list? 


Approximately how much 
will you spend per gift? 


Will you want several 
items? ...in different price 
ranges? 


Which type of gift do you 
prefer to give: For home 
use? for office use? for 
personal use? 


If you buy direct from sup- 
plier how much notice can 
you give him? 


Will you want him to ship 
to names supplied by you 


or make delivery to your 
office? 


Please address your letter to . . . 
Business Gift Editors, 
SALES MANAGEMENT 


386 Fourth Avenue 
New York 16, N. Y. 


Dr. Horwich plants hyacinth bulbs before the cameras, puts her 
unseen audience through a few simple exercises, tells stories, plays 
records, introduces talented guests (one toddler played a bass fiddle) 
and generally adapts herself to a three-year-old level. But it comes 
across. Letters have poured in from the start. (One Monday there 
were over 2,500.) Children dictate fan mail to Dr. Horwich, mothers 
send grateful notes. And educators have praised the show. Primary 
and kindergarten teachers, especially, write to-say that thev’re using 
the program as a definite part of the day's activities. Teacher training 
institutions are planning to incorporate the show in their methods 
courses and school administrators have let Dr. Frances know that 
they watch her daily for new ideas. 


As the show opens Dr, Frances is sitting on a big, low hassock 
with shelves crammed with toys and books in the background. 
“Hello,” she says in a come-climb-in-my-lap voice. “What did you do 
yesterday? ... You did? IT knew you would! It was such a nice day 
I just knew you'd play outdoors.” 


TV has been a new direction for her. And the thing that’s im- 
pressed her most is the informality of the medium. “The first time one 
of those wonderful prop men called out, ‘Hey, Frances, get up so I 
can move that hassoc k,’ | almost te ll off the thing,” she laughs. 


An NBC executive called up an editor friend in the early days 
of Ding Dong School and said, “Say, we’ve got a new show over 
here—Ding Dong School—that’s either the worst show we ever 
pitched up or the best. Right now I just don’t know.” Now he 
knows. For the June Nielsen rating showed that Dr. Frances’ Ding 
Dong School had a rating of 7.1 representing 1,073,000 homes. The 
opposing program was none other than Arthur Godfrey's. He had a 
rating, for the same period, of 6.3—1,004,000 homes. When Frances 


heard that she did fall off her hassock. 


And the acid test of the success of a kid’s program is if the manu 
facturers of children’s toys jump on the bandwagon. In the fall 
there'll be a line of Ding Dong tovs. Furthermore, RCA-Victor has 
issued a set of Ding Dong School records and soon there will be 


seven Ding Dong School books. T he seventh Is To! the parents ! 


You m ght also reasonably ask, ‘AV hy do three b oY companies spon 
sor such a program? Don’t mamas park their kids in front of the 
screen and forget ’em until it is over?” Yes, but NBC outfigured 
the mamas. Five minutes before the program ends Dr. Frances says 
“Now call Mommy and tell her to bring her pencil.” “Mommy” 
then is told what supplies will be necessary for the next day's session: 
pencils and crayons; paste, perhaps; paper and scissors. And after 
that’s finished the announcer steps in with the commercial. It couldn't 
be sweeter. 


BETTER THAN SYRUP OF 
FIGS for unruly kids, is a 
half-hour visit with Dr. 


Frances 
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] Put it in writing — say it with stvle — 2? Phones have been known to speed up sales, 
e . 


Have it wind up in the circular file? But sometimes the yak-yak technique fails, 


Using old-fashioned travel, you're tired and late, The efficient approach is the personal way, 
Others get the business — you get the gate. Make it quick — by CAPITAL . . . watch it pay! 


Your business goes more smoothly when given 
on-the-spot attention .. . You go more smoothly, too 
— many times faster —-and often more economically — 


when you fly Capital Airlines! 


apita 


AIRLINES 


Over 500 flights daily between 75 major cities 


AUGUST 1, 1953 


ee eee 


Gene VW eedereit, director 
of advertising for Tul 
Turns, Ine., and the 
Girdler Corporation, 
Louisville, Kentucky, 
studied artat Milwaukee 
State Teachers College 
He joined the Lt 
Schmidt Company of 
Milwaukee, and 
became Vice President 
in charge of Creative 
Service, a position he 
left to take up his 
present work. He is a 
member of IN tand 
DVI AA. In 1998 he was 
elected director -at-large of 
the NECA and re-elected 
in 1950. In 1957 he became 


vice president and was 


elected president in 1952 
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NATIONAL BUSINESS PUBLICATIONS, 
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NEP has found a formula... 


eeereeweeeeeeeeeeeeeeeeeeeeeeees 


“The fact that National Business Publications has found a 
formula for affinity between ABC and CCA-audited business 
publications is a mighty good sign that advertisers are going to 
get the inevitable benefits of unified thinking, planning and 
action from their most important media of promotion.” 


VBP has indeed “ found a formula!” 
By combining paid circulation and con- 
trolled circulation publications in’ one 
smooth working group, NBP has made 
history. 


Since April, 1951, when NBP membership 


publishing—and association 
was opened to any publications audited by 
ABC or CCA, or both, the number of 


magazines in the NBP group has jumped to 


Gene Wedereit 


147 with a combined circulation of more 
than 3,400,000, making NBP the largest 
kind in 


Because NBP members are constantly 


organization of its the world. 
working together to create better pub- 
lishing values, advertisers can look for- 
ward to continually increasing benefits in 


this. their most important medium of 


promotion, 
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First for the Business Press 
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. serving and promoting the Business 


Press of America.. bringing thousands of 


mages of specialized know-hne and ad 
pag / 


vertising to the who make decisions 
un the 
professions 
in the 


for com ple te 


men 
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V. AMBROSE, Manager 
ROSCHER, Manager 
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the medium which gives you the most 
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furniture and household market in 1952 by 


using 2,455,698 lines of advertising in the 
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Sell the St. Louis Market the Way 
Furniture and Household Dealers Do 


COMMENT 


Is Friendship Ignored? 


Two veterans of the head table were making pre-speech small talk. 
“Tell me,” said Jack Lacy, Lacy Institute, to Will A. Foster, vice- 
president, Borden Cheese, and vice-president, Sales Executives Club 
of New York, “why do you suppose the people in the audience 
today have come to hear me?” 


“There are three major reasons,”’ replied Foster. 

Will Foster named them, and in this order: 

Friendship with other club members. 

For ideas each man can take back to his own business. 
Confirmation of a person’s own beliefs on a particular problem. 


How many of us would have put friendship first? Isn’t it true that 
in our search for more scientific sales management we tend to ignore 
the role of friendship in our sales relations or the development of 
cordial feeling with our customers and prospects ? 


While friendship should never be made a substitute for ability of 
people in sales work to give good advice, or for quality of the 
product, perhaps we should have more comment on its proper place 
in selling. 


Dentists Are Sore 


The Journal of the American Dental Association has just landed 
a solid punch at advertising. It says in the July issue: 

. the hucksters’ puffs of dental creams and dental powders 
are deplorable, exasperating and embarrassing. 


“Many of these puffs and superclaims are on the same low level 
as those made for discredited cancer cures and arthritis remedies. 
Even though the use of overpuffed dentrifices, unlike the use of 
overpuffed cancer remedies, rarely ends disastrously, it is discon 
certing to dentists to witness the huckster taking advantage for finan 
cial gains only of an education program designed by the profession to 
improve public health.” 


Dentists are sore. At their Council on Scientific Sessions in Cleve 
land, Sept. 28-Oct. 1, a five-man symposium will discuss therapeutic 
dentrifices. 


It is not to be expected that the symposium will unhorse the 
hucksters,” says The Journal, “but it is hoped that the scientific 
evidence presented at that time by the battery of unbiased researchers 
will bridle the exuberance of advertisers so effectively that they will 
be forced to ride less roughshod over the publ c in the tuture.”’ 


Those are harsh words to be hurled at anvone’s advertising 


tougher, in fact, than have been used to describe pseudo-scientifi 
ompetitive cigarette advertising. Obviously, it is time for the den 
trifice industry to take stock of its public relations. 
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Move the Mountain 
to Mohammed 


Mohammed as noted in his parable, once believed 
in the power to move mountains Of course, he 
failed. 


Today, however, you have the power to move 
more than mountains. You can demonstrate by 
dramatic motion pictures anything from jet planes 
to toy automobiles with TSI ‘Suitcase’ lémm 
Projectors. 


Over ten years of experience and thousands of 
TS! Suitcase’ machines in service today prove the 
exceptional advantages of these projectors in 


industry and sales. 


NOTE THESE 
EXCLUSIVE ADVANTAGES — 


Complete Self Operating Unit—No reels of film 
to thread —no screen to set up —no sound speoker 
to engage—all these features are together in 
the one unit case. 


Blick’ It's On— Just plug into any 115 volt electri- 
cal outlet, AC or DC, and with a “flick” of its switch 
the TSI Projector is on and running 


Automatic Rewind—Due to exclusive 16mm film 
magazine —film is automatically rewound—no re- 
threading necessary —magazine is power driven, 


It's ready to go after every show 


Daylight Operation—No need to draw shades or 
draperies. Crystal clear pictures are projected on 
the self contained screen in any lighted room 


Compact— Model D or H (DeVry or Bell and 
Howell mechanism) —135 sq. inch screen—only 40 
pounds. Easy to carry. Case size—14" x 22” x 12” 


Forced air cooling. 

Projects sound or silent films. 

Projects black and white or color films 
Magazine Capacity — 800 ft. 16mm film—(22 
min. sound—32 min. silent) 

Magazine or conventional reel arm projection 
(up to 2000 ft. 16mm film) 

Designed and built by the pioneers of suitcase 
projectors. \ § 


**Moviematic”’ 
Model M only 
27 pounds 
! a12° "20 
ideal for sales 


Write today for illustrated brochures featuring 


TS! Suitcase Projectors 


TECHNICAL SERVICE, INCORPORATED 
Dept. A-1 30865 Five Mile Rd. 
Plymouth, Michigan, U.S.A 


Custom Mfgrs. of Electronic and or Mechanical Equipment 
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he 
AME RICAN WEEKLY 
creates WINTHUSIASM 


One reason for The American Weekly’s continued gains in advertising revenue 
is that it reaches a minimum of 1 out of 5 families in 765 key sales cities 


. .. dominant coverage no other national magazine can match! 


*Enthusiasm is interest raised to the buying pitch! 
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Who Reach Top First? 


“That make much trouble,” says Tenzing Norkey, the Sherpa, 
who along with Sir Edmund Hillary, the New Zealand beekeeper, 
are the first and only men to climb Mt. Everest. 


Tenzing and Hillary steadfastly refuse to say who was “first” to 
reach the summit. 


“I like to say both got top together almost same time. If you 
everybody write that way, no trouble.” 


This Nepalese guide has taught all of us a lesson in the team 
spirit. 


Without Hillary, Tenzing knows he could not have been “first,” 
and Hillary recognizes without Tenzing, he would not have been 
able to surmount the summit. And both are quick to point out the 
necessity for the 300-man support party. 


Let’s remember Tenzing expressing himself in halting English 
when we feel particularly chesty about how we —and we alone 
bagged that big order. Let's remember that without support in the 
factory and all the way up to the last two feet of the sale we, as 
individuals, would not now be enjoying the rewards of success, 


They're Not So Tough! 


Is it harder to sell in New England than in other markets of the 
United States? Does the traditional conservatism of New Englanders 
scare sales representatives? Must you select a certain type of sales 
man for your Yankee calls ? 


With tongue in cheek, we suspect, the Sales Managers Club of 
the Greater Boston Chamber of Commerce has surveyed a number of 
national firms selling in the New England market. The answers will 
reassure the most timid new salesman. Many a transplanted outlandet 
has done very well for himself and his company. 


Savs Harold L. Hart, assistant sales manager, The Fuller Brush 
Co., Hartford, Conn.: 


“Our Hartford branch is our third largest branch office in total 
volume. This wasn't always so. 


“Not too long ago, Hartford was one of our low producing 
branches because managers felt you couldn’t sell in New England 
and especially near the home office. Within the past eight years we 
have had two managers here (one was promoted) who felt that 
Connecticut and part of Massachusetts offered real sales opportuni 
ties. I can give you more instances in Boston, Portland, Me., and 
Providence. 


“Tt has always been our contention that there are no poor areas but 
poor managers and dealers. We simply break down territories accord- 
ing to population and classify population. Then we figure that where 
ever there are people, we have a market for Fuller.” 


Further, New Englanders apparently don’t want to be treated 
differently. Says John Adam, Jr., past president, Sales Managers 
Club, and vice pres dent, Central Mutual Insurance Co., with home 
offices in Van We:t, O.: 


“Let's not talk any more about the New England market being 
different from the others. It is no more different than the Philadel- 
phia and the New York markets, and the differences between sections 
of those two markets themselves. Let’s take the hair shirt off 
the New England market!” 
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The Conrier-Zournal 
THE LOUISVILLE TI 


Owners and operators of 
Station WHAS and Station WHAS TV 
372,946 DAILY © 301,686 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO 


EXECUTIVE roll-around 
WHITEBOARD EASEL 


This deluxe and ultra modern Whiteboard has 2 
sides, both for use with the large paper writing 
pads or charts of every type. All aluminum and 
mounted on ball bearing casters. This great 
Executive Ease! will grace the finest conference 
room. Write, wire or phone for literature to 


| 68 Jackson St 
“ NC. stantora Conn. 
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Most of the Top TV shows 
are on NBC 


Out of the top ten shows—those with the largest audiences— 
six are on NBC-TV. 


Of the top twenty, twelve are on NBC-TV. 


Even more important, 76% of NBC’s shows are in the top half 
of all network commercial TV programs. Only 54% of the No. 2 


network’s attractions are in this select group. 


Obviously, then, your program will have definitely the 
best opportunity for the largest audience on NBC. Another 


reason why NBC is America’s No. 1 Network. 


Soon... further proof. 


NBC’s Audience Advantage is to Your Advantage... Use It. 


cL TELEVISION 


a service of Radio Corporation of America 


sources: Nielsen Television Index; January-April, 1953, Averages 


NOTE: The accuracy of the above data has been verified by the A. C. Nielsen Company 


1953 


PHILADELPHIA CITY ZONE 


THE EVENING BULLETIN 
S THE DAILY NEWSPAPER WITH 


THE LARGEST CIRCULATION 


3 BULLS-EYES IN 1 TARGET 


PHILADELPHIA 8-COUNTY 
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THE EVENING BULLETIN 

S THE DAILY NEWSPAPER WITH 

THE LARGEST CIRCULATION “Delaware Valley,’ “The Workshop of 
the World,” “The New Eastern Industrial 
Metropolis”... no matter what you call it, 
one fact is always the same: 


In the Greater Philadelphia Market 
The Evening Bulletin is the daily 


newspaper with the largest circulation 


In Philadelphia nearly everybody reads The Bulletin 
THE EVENING BULLETIN : 


Advertising Offices: Philadelphia, Filbert & Juniper Sts 
Chicago, 520 North Michigan Avenue. 


; New York, 285 Madison Ave.; 
Company in Detroit + Atlanta 


Representatives, Sawyer Ferguson Walker 
Los Angeles + San Francisco 
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TRENDS 


As seen by the Editor of Sales Management for the fortnight ending August |, 1953 


HOW'S BUSINESS? 


\s you look around at American industry and trade 
see what might be ternied “selective prosperity,” 
th the majority of manufacturers, wholesalers and 
running ahead ot last veal but W“ th conspicuous 


An argument for a well-balanced line can be seen 
this summer in the stores that. sell appliances. ‘Those 
without a good air conditioner are in the doldrums, for 
such items as refrigerators and TV sets are lagging 
well behind the year-ago pace, and consumers are hold 
ng off for wider trade-in allowances and discounts. 


In the automobile field “the big three” are getting 
bigger and their proportion of recent business has jumped 
trom Se to around 90Ce. 


\Iost of the experts say that the volume of consume) 
credit outstanding is not dangerously large in relation 
to national income, but nevertheless the consumet debt 
structure is towering. At the end of 1946 consumer 
credit totaled only $8.4 billion; in the spring of 1952 
t hit $21.0 billion and today is in excess of $26.7 billion. 
Automobile financing is the biggest factor in that debt 
total. 


But while some of our appliances are increasingly 
harder to sell, other items are booming. ‘The hot weather 
has acted as a shot of benzedrine for the clothing makers 
and merchants, the great addition in the number of new 
homes has helped the power lawn mower business registet 
a 200 increase—and all around us we see evidence of 
loose money such as the general increase in attendance 
and betting at the race tracks, the recent upturn at the 
major league ball parks and, once again, long lines at 
the box offices of moving picture theatres which have 
a combination of a really good picture and the novelty 
ot 3-I) or wide screen and, of course, air conditioning. 


SELECTIVE SELLING 


Kew weeks back, Business Week ran a feature story 
about the famous S. S. Pierce wholesale-retail establish 
ment of Boston—a wondertul example of a company 
that keeps itself sufficiently fluid to take advantage of 
changing conditions without making any radical shifts 
in its essential character. 


\s the magazine points out, specialty grocers are be 
coming almost as rare as Stanley Steamers. Back in the 
1930's the original Charles & Co. and Park & Tilford, 
both of New York, changed hands or went into new 
fields, while other class institutions such as the Boston 
Evening Transcript, Scribner's Magazine and Delmoni 
co's Restaurant simply expired. But S. S. Pierce and Co. 
has not only survived the onrush of the super markets; 
t's doing better than ever. 


Pierce finds that the quality market is now. bigger 
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HOME OWNERSHIP 


MILLIONS OF OWNER OCCUPIED 
DWELLINGS IN THE U. S. 


SOURCE U.S. DEPARTMENT OF COMMERCE 
GRAPHIC BY PICK S. MY cm 


and broader than ever, but it has taken a new form. 
Years ago Pierce and similar houses catered to the elite, 
selling big orders to a few people. 


But—and this is a factor which seems to have escaped 
the attention of less astute merchandisers—the transition 
that shrank the carriage trade also upgraded the tastes 
and the income of the lower-income groups. $. S. Pierce 
went atter this new “upgraded” market. 


Roger Preston, the president of the company, is quoted 
by Business Week as saying, “We're a pantry supply 
house, not a day-by-day grocery. Our aim is to pet all 
ncome groups to do at least their specialty buying at 
Pierce. . . . We're conceding certain business to the 
super markets. Our job is to supplement, to do the job 
they can’t do.” 


CONSUMER BUYING INTENTIONS 


Various surveys point out that capital outlays by busi 
ness are now planned to continue rising through the third 
quarter of the year, but what are consumers planning ? 
\ possible answer is found in the 1953 Survey of Con 
sumer Finances, under the sponsorship of the Federal 
Reserve Board. For details on this get June and July 


ssucs ot the Federal Reserve Board bulletin. 


This survey of sample families by the FRB has been 
going on tor nearly five years and the reported trends, 
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when he ked later have turned our be more than 
reasonably accurate. 


The current survey indicates that the é 
spending mood. “In early 1953, consumers appeared to 
be more na mood to n ike major dur ible goods pur- 


chases than they had been since 1950.” 


All in all, people think (or at least did think earlier in 
the year) that this is a favorable time to buy, and they 
expect to buy. We might add: They have bought and 
are still buying. They are reconciled to the fact that 
these prices will remain high. 


So if this report turns out to be as accurate as prey 
ous ones, we can say that it’s still too early to write 
off the boom or to be positive in any predictions that a 
slump in automobiles or other consumer hard goods will 
ause a noticeable recession this fall. 


ARE LIST PRICES TOO HIGH? 
While the Federal Reserve Board points out that 


people are becoming adjusted to a h vher level of prices, 
this doesn't mean that they are ready and will ny to pay 
any old price. 


\ couple of times this year we have raised a question 
about list prices, and particularly whether Fair ‘Trade 
prices aren't being set at a level high enough to keep 
the least efficient retailers in business. 


Now we are glad to see another organization, The 
Research Institute of America, make a seconding mo- 
tion. In a current bulletin they point out that the man 
ager of S. Klein, bargain store in New York City 
made headlines by stating that his store could knock 


0% off a nationally advertised watch price-fixed at 


$92.50, and still make a very good retail profit because 


» 


the wholesale price was only $22. 


CONSUMER CREDIT 


IN THE U.S. 


BILLIONS OF DOLLARS 
OUTSTANDING 26.7 
AT END OF MONTH 


N 

il 
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Let's grant that this may be an exceptional case, but 
nevertheless it highlights a problem that will grow worse 
n any slump. Consumers are growing increasingly cynical 
about “list prices” and this attitude is spreading from 
the big cities where it started. Discount houses are making 
their appearance in suburban sections. Outside of New 
York, for instance, many local stores now have. signs 


n the window announcing, ““We give vou New York 


d x ounts,”’ 


The Research Institute thinks that profit: margins in 
general are narrow in many businesses and that an edu- 
cational and public relations job is called for by manu 
tacturer groups, trade associations, local Chambers, etc., 
to combat the idea in the minds of consumers that prices 
generally are inflated, that distributive margins are ex 
cessive and that anybody who pays the list price for 
anyth ny isa su ker. 


But it’s going to be pretty hard to do this on items 
where the list price is so high that a retail establishment 
ean knock 200% to 3007 off the list price and still have 
sufficient profit to grow and prosper. 


LOOKING AHEAD 


Philip D. Reed, Chairman of the Board, General Ele: 
tric Co., 1 a long-term upward 
trend—that there will be dips along the way, but the 
major fact is that even during this current boom con 
sumers aren’t spending as much of their incomes as they 
did either in 1929 or 1939, 


says that the economy is 


If they were spending a similar percentage, Reed ob 
serves, it would spell a $7 billion leap in sales. 


\ reason tor long-term optimism is the upturn in 
births, a trend which was highlighted in the SM-National 
Opinion Research Study reported in SM’s July 1 issue. 
More couples are having children than ever before and 
this doesn’t apply just to first children. There are 2% 
more second children, 906% more third children, 13% 
more fourth children. 


The fact that family size is definitely on the rise has 
basic implications for business. It means need for larger 
living quarters, whether in apartments or homes—more 
food, clothes, schools, Mi 


CORPORATE GIFT PURCHASES 


Perhaps you were one of the many subscribers who 
responded to a 17-question survey which we sent out 
a month ago on the subject, “When a Corporation Says 
Merry Christmas to Its Friends.” The questionnaire 
brought the astounding return of 5162. The end result 
will be found in our September 1 issue in a special fea- 
ture about policies and practices of Christmas giving, 
and it will be the largest feature section SALES MANAGE- 
MENT has ever published. We're blowing ourselves to 


the luxury of a four-color cover. . Last vear 75% 
of SM’s subscribers carried out a ‘bolic ‘y of saving “Merry 
Christmas” in tangible form to customers, prospects, em 
ploves o1 suppliers, with an average gift list of 459. and 
an average unit price per item of $7.25 Total Chi stmas 
gift purchases of SALES MANAGEMENT subscribers are 


estimated at S80 million. 
PHILIP SALISBURY 
Editor 
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vertisers, this man is getting visible results from his 
advertising ... more sales leads, nine times out of ten, 


than from all other aviation magazines combined, 


In 1953, AVIATION AGE relayed to manufacturers more 
than 93,000 inquiries [rom technical-manage ment men in 
all fields of aviation 93,000 requests for help... 


93,000 opportunities to land a contract. 


If your advertising is already reaching the more than 
30,000 technical-management readers of AVIATION AGE, 


ask your sales department to show you their record of 


Getting Results... Are You? 


Together with more than 300 other AVIATION AGE ad- 


inquiries produced. If you are not now in AVIATION AGE, 
call your local AVIATION AGE representative. He’ll be 
glad to show you the results your competitor is getting 
from AVIATION AGE. 


To get results in the aviation market, tell your product 


story in AVIATION AGE... 


Our Dieting Millions: 
They're Playing Hob 
With the Food Industry 


Never in your born days have you heard so 


much talk—and seen so much in print—about 


diets. Major part of the interest centers in re- 


ducing and weight control. It's producing 


changes in products, promotion and advertising. 


Part | of article in three parts 


BY ETNA M. KELLEY 


New Yorkers who had their radios 
tuned to one of the major radio sta 
tions recently, during a peak 45- 
minute listening period, heard the 
commercials of three sponsors advei 
tising successively (1) an appetite 
depressant; (2) macaroni with “less 
calories’; and (3) 
drinks. 

Though such appeals do not often 
come three in a row, they are typical 
of the “lose-weight’’ bombardment 
aimed at the public each day via 
press, radio and TV. This is part of 
the current battle for the dollars of 
America’s dieting millions. 

Here's a rough breakdown of the 
main categories into which dieters 
fall: 


sugarless soft 


The overweight: 25 million of them, 
plus a large undetermined number ot 
those feartul of becoming overweig! ft. 


The diabetics: | million known, 
plus 1 million who have the disease 
but do not vet know it. 


The low-sodium dieters: chiefly vic 
tims of hypertension, heart trouble, 
ete. heir number is undetermined, 
but it is obviously large, judging by 
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the dozens of canners and_ othe 
offering low- 
sodium, salt-free products. 


processors who are 


The allergic: whose idiosyncrasies 
vary widely. They form a market 
for such products as wheatless flour, 
eggless dessert powders and milk sub 
stitutes. 


The underweights: Their plight is 
not pertinent to the subject of this 
article, since many ordinary toods are 
suitable for them. 


Moved by aims varying from the 
wish to fit into last vear’s bathing 
suit to the long-range plan to “‘lose 
pounds, look and feel better, live 
longer,’ millions are fighting the 
“Battle of the Bulge.” They buy 
calorie charts, cook books and books 
on reducing. ‘They buy protein bread, 
non-fat dry milk, oil-less salad dress 
drinks, water 
packed fruits, non-nutritive sweeten 
ers. ‘They visit psychiatrists, join gym 
classes; they buy bathroom scales and 


ings, sugarless soft 


massage machines. The interest. in 
diets is affecting the fortunes of many 
industries. 

It’s a merry-go-round. The public 


is bombarded with “lose-weight” ad- 
vice. Many follow it and become a 
lucrative market for various products. 
Publishers then issue more “‘lose- 
weight” literature; manufacturers 
produce more low-calorie items and 
other things which appeal to reducers 

and advertise them aggressively. 
This converts increasing numbers to 
the practice of dieting to reduce. 

Evidence of preoccupation with 
weight control is widespread. The 
Saturday Review commented recent 
ly: ‘““There’s no foundation to the re 
port that ‘a new magazine has begun 
publication which does not include in 
its contents a reducing program in 
volving no diminution in eating’.” 
(This is a tongue-in-cheek reference 
to editorial sugar-coating of advice to 
dieters, implying one may “Eat a lot 

and still lose weight.” ) 

Other straws in the wind: Res 
taurants and railroad diners are of 
fering low-calorie meals to thei 
patrons. A library reports that calorie 
charts are items most often stolen by 
readers. Dietetic foods (the term 
“health foods” is old hat) are now 
widely distributed, in 9007 of the 
super markets, in addition to other 
outlets, such as drug stores and health 
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is young women’s interest in losing, 
or in not gaining weight,” the report 
states, 

Even more disturbing were the 
findings of the 10-year Teen-Age 
Nutrition Study conducted by Penn 
sylvania State College, and = spon 
sored by Lever Brothers Co. It 
showed that a high percentage of 
the 2,500 young people studied were 

ty /]\ ly ee gr Sample find ngs: 

8.50 of the girls and 19.5° of 

thyy the bovs were underweight. Almost 

LOsp one-half showed skin defects of a 


gf ae rue type related to nutrition.  Signifi 
seed Se fee = ( onfessions 


We 


cantly, the boys surpassed the girls 
in many of the medical-nutrition 
tests, one reason for which was the 
“unwise self-imposed slimming diets 
admitted by a large number of the 
girls.” “The conclusion was that boys, 
as well as girls, need better training, 
better home examples of good eating, 
ALERT EDITORS sensed the and better home provision of food ; 


interest in diets even before but the boys made the best showing, 


‘ nwndD 


LE DLCING DIET 


2 the food manufacturers began because they were not “purposely 


| Mademoiselle So to take the trend to heart. dieting. 


Magazines and newspapers Such surveys do not. prove that 


have been playing diet articles there is too much dieting to reduce, 

issue after issue, and this pub but that the wrong people may be 

licity, together with the pro doing it, and doing it the wrong way. 

motion of various health groups Many think that the present high 

and life insurance companies interest in dieting may abate some 

is steadily encouraging more what, but there are convincing rea 

and more Americans to join sons for believing that weight con 

the "Battle of the Bulge." trol will continue to hold the atten 

tion of the American public. ‘The 

laim that obesity is America’s No. 1 

health problem iS supported by repu 

table health authorities who have no 

food stores. Clubs are springing up, can be beneficial to both the Skinnies ommercial stake in the sale of low 
with such names as ‘“Fatties Anony and the Fatties in the family, pro calorie foods. And while it. is ie 
mous” and ‘Take Off Pounds Scien vided the former eat more, or at least that the life insurance companies have 
tifically”’ (‘Tops”’ ) n recognition nerease * proportion of high-calo in economic. stake in keeping people 
of the fact that group therapy often e toods. alive longer, this does not detract 
helps the obese, who, in) many in But there are some who believe from the value of their “shed-those 


stances, have emotional disturbances. that the pendulum has swung too fai pounds’? warnings. 


Is this preoccupation with weight and that the dieting fad, as they re The nation’s dieters—the diabetics 
control good or bad? One need only gard it, has engulfed too many of the ind low-sodium users, as well as the 
read the obituary columns for e wrong people. There are numerous educers comprise a huge market. 

that too many persons are I ances of young people, teen-age Bus ness and industry have risen en 

in what should be the prime girls, in particular, who are dieting thusiastically to its demands have 

iuse of heart disease and othet inwisely, eating meals which lack ntroduced new products suited to its 
ulments in which obesity is ; n nutrients, sometimes ‘when they ar special requirements, modified exist 
tribut ng tactor. Curt t intere } dangerously underweight. The find ng products to make them more a 
reducing is usetul if it le only ¢ ngs of two recent surveys highlight eptable, and called attention contin 

traction of the nation’s ove rweight to this point of view. 1ously through advertis ng, to what 


mend. their ways to take in tewe1 One was the 1952 survey of the s available for the 30-million-plus in 
alories. ( [Doctors agree that d eting ood Habits ot [ 3.489] Young t} group. 


his 
s the only practical cure tor obesity, Women, conducted by the Elmo The big appeal is to the obese, to 
‘xercise being too slow and_ ineth Roper organization for the Cereal ich an extent that high-calorie 
cient; they also agree that there are Institute. It disclosed, among oth ount, for some products, is now a 

ry tew “glandular” cases of obes things, that while 72% of the hom« sales handicap. Individual companies 
tv. makers thought it essential for the ind, in some instances, whole indus 

On the plus side of the ‘ledge: husbands and children to eat. three tries, acting collectively, a'e fighting 
the education in nutrition that comes — regular meals a day, only 420@ count to hold their markets against this new 
with interest in dieting. he crag ed themselves in; 150 thought threat. Numerous foods and beve: 
pot diets ot yesteryear are u re breakfast a meal they might best iges now have “less” calories than 
pute, and current emphasis : eliminate or cut down on, and twice they formerly had, or than competing 
well-balanced menu, high in ; is many felt that way about lunch products have. Bread, milk, bananas, 
trients except calories. It comes as ; Perhaps the most important factor soft drinks all have “fewer” cal 
surprise to many that the same diet operating against [good] food habits ories. Very often the food with which 
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the sequels to follow. 


should say. 


Looking for an Argument? 


Sales Management's editors ran into hotbeds of controversy 
in researching for the material which is presented in this article, and 


We have tried to do a fair and objective job of reporting, but so 
many people are mad” at us for even making the attempt, that we 
know there will be folks who want to talk back. We want you to do 
so! We know this: The extent of the public's interest in diets is 
already a major factor in the huge food industry, and it shows every 
sign of becoming more, rather than less important. 


Some companies find themselves in a promotional dilemma: Shall 
they get on the diet bandwagon, or stick to high-energy appeals? 
Shall they change their present products, or introduce a new low- 
calorie, or a new low-sodium line? The milk companies (with their 
fast-growing non-fat dry milks) and the soft drink companies are in 
this category. Many companies just won't talk for publication, prob- 
ably as a result of complete frustration about what they can and 


Whatever your interest in the dieting trend may be, your com- 
ments and criticisms will be welcomed by 


The Editors. 


the comparison is made is one com 
found in reducing diets 

According 
to current advertising, a Bacardi old- 
calories than half 
a grapefruit,” and a 


monly 
grapefruit, for example. 


fashioned has “less 
Daiquiri has 
“less calories than a glass of. skim 
milk.” 

\ striking example of this type of 
fight-for-survival advertising is the 
current campaign. of the American 
Sugar Refining Co. Under standard 
‘Which-Is-Less- Fattening?” head 
lines, copy points out that “Three 
teaspoons of Pure Domino Sugar 
calories than one 
half medium grapefruit” (or than 


ontain fewer! 


one medium apple, two-thirds of a 


p ot cooked 


‘ 


green peas, etc.). 


With artwork showing the three tea 


spoons of sugar and the grapefruit, 
apple, egg or other food named, this 
ulvertis ng has impact on the calor ec 
counting reader, 

Women join reducing classes and 
“Fattv” clubs in greatest numbers: it 
s to them mainly that the “fewer 
calories’ advert sing IS slanted. Dox 
tors report that 906 of those who 
onsult them ioht reduction 
problems are women 

\ study of the obituary columns, 
however, ndicates that more men 
than women die because of heart ail 
diseases n 


ments and circulators 


which overweight is a contributing 
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factor. There's reason to believe that 
men are slower to acknowledge obes- 
ity, and less willing to submit to 
diets. 

A recent switch in the accepted 
marketing procedure (“Go after the 
woman dieter.”’) was the introduc 
tion of a “man’s reducing plan” by 
Ann Delafield, in Rexall Drug 
Stores. According to an announce 
ment from Batten, Barton, Durstine 
& Osborn, Inc., Rexall’s advertising 
agency, the Delafield Plan for Men 
is similar to the successful Ann Dela 
field Reducing Plan for Women, also 
distributed solely by Rexall. It pro- 
vides a 10-day supply of appetite 
reducing waters, a 10-day supply of 
vitamins, and a 100-page book which 
contains menus, exercises and pert 
nent advice. The assortment, includ 
ng the book, retails at $3.50. 

In any analysis of the American 
phenomenon of mass war against un 
wanted poundage, we must start with 
the question, “Who's behind the 
movement ?” 

There are two main groups, which 
we might term the 
the “commercial.” 

In the altruistic 
the doctors and other health leaders, 


“altruistic” and 
group there are 


and associations such as the American 
Diabetes Association; civic and com 
munity leaders; 


ments concerned with keeping em 


company Manage 


ployes alive, happy and productive. 
There are also the insurance com- 
panies, actuated by the profit motive 
in a sense, since it is to their advan- 
tage to prolong lives. 

In the “commercial” group are 
publishers, intent on selling books or 
magazines by “giving readers what 
they want.”” (And, today, they want 
information about dieting.) There 
are industries acting collectively in 
the effort to woo dieters, and manu- 
facturers, working individually, to 
promote the sale of individual prod- 
ucts, or of a whole line. Both groups, 
in a sense, render a service to the 
public by making it easier for the 
weak-willed to abstain from “digging 
their graves with their teeth” by eat- 
ing too many high-calorie foods. 

The insurance companies, especially 
those that sell group insurance, have 
done a good job of providing health 
education materials to the public. 
They work closely with industry, 
supply posters for plant use, articles 
to be published in company magazines 
and other material, a fair percentage 
of which covers obesity. Insurance 
firms that have provided many use- 
ful educational aids include John 
Hancock, Mutual Life Insurance Co. 
of New York, and Prudential. But 
far out front is the Metropolitan 
Life Insurance Co., which deserves 
high praise for its leadership in com- 
batting the nation’s obesity problem. 

Here are some of the points in 
Metropolitan’s program, which is 
chiefly addressed to industry, public 
health workers and community lead- 
ers—though the public at large is by 
no means overlooked: 


A Weight Control Kit: tailored to 
individual needs of the user, whether 
industrial or engaged in community 
or public health work. Typical en 
closures are: weight charts (showing 
des rable weights by age, Sex, height, 
: a Hidden Calorie folde: 
(listing calorie counts of high-calorie 
foods ) . 


frame size) 


suggestions tor meetings, ex 
hibits, etc.; ideas for group weight 
information about 
Metropolitan’s two films; literature, 
chiefly pamphlets, 
“Why Weight?” (telling why one 
should reduce and how to go about 
it); the 


tor 20 


reduction drives; 


among them, 


company’s classic (in print 
vears), “Overweight and 


Underweight.” 


Films: “Cheers for Chubby,” an 
animated short, in color, produced by 
Jerry Fairbanks in cooperation with 
the American Medical Association 
and the Public Health Service. For 
theater use, there are 35-mm. prints 
n an &-minute version and an I1- 
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New Lite Inserance Mortality Study of Cases Reted for Overweight 


Actwdt of Expected Oe 


Mortality 


By Age ot 


a All ages 
Examination 


20-64 years 


By Time Elopsed 
Since Examination 


Under 5 yeors 


5-14 yeors 


15-24 yeors 


By Degree 
of Overweight 


Moderate obesity 


Mortality: 


By Time Elapsed 
tien 


ee ee ee ee 


oe 


By Degree 
of Cverweight 


New Life Inserance Mortality Study of Cases Rated for Overweight 


Percent A.tew of Expected Dewths 


(Death -cter of women orcopted 
bor andord ereroace 100.) 


All oges am," 
(20-64 yeors} " 


Under $ years 
5-14 years 


15-24 years 


Moderate obesity 


Marked obesty 


meer ebtentors 


THIS IS THE REASON why tho present wave of interest in 
diets is likely to be a permanent trend rather than a fad. Metro- 
politan's tables on the relation betweer over-weight and mortality 


minute version which includes a live- 
action prologue and epilogue. For 
television programs and for commu- 
nity agencies, 16-mm. prints are 
available in the 11-minute version 
under the title, “Losing to Win.” 
Released in 1951, the film will have 
been shown in commercial theaters in 
cities throughout the U.S. by 
tember of this year. 


Sep- 


Community Programs: To help 
those in a position to sponsor group 
Metropol: 
suggestions 
should 


to win 


weight control programs, 
tan booklet of 
such a 


issues a 
telling why program 


be put on ts goals, how 
support, who might help, and how to 
After the decision to 
\let 
exhibits and 
films; it offers 
a suggested speech to be made by a 
City-w community 
programs that were h og LI 
have been carried n Indianapolis, 


Louisville, Milwaukee, Richmond, 


et 


get publicity 
stage a drive has been reached, 
ropolitan will help wit! 
by lending one of its 
group leader. 
cessful 


out 


company sponsors 


Advertising: The 
5- and 15-minute radio news broad 
-asts, with commercials in the form 
ot “Today's H nt for Good Health.” 

ccas onally the da ly 
obesity, with the offer of a pamphlet 
oO! other a d to those i 
The firn 
zines, with 


hint concerns 
who request it. 
in maga- 
the 


also advertises in 


obesity ne of 
themes. 
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In this country there are a million 
persons known to have diabetes, and 
another million who have it but do 
not know it. Each year 60,000 de- 
velop the disease, which ranks eighth 
among the causes of death by disease 
in the U.S. These estimates come 
from the American Diabetes Associa- 
tion, a non-profit organization dedi- 
cated to help diabetics to adjust to 
their malady and live with it, and to 
its early diagnosis. Detected early and 
treated properly, it seldom interferes 
with normal, active living, which ex 
plains the annual Diabetes Detection 
Drive sponsored by the organization. 

The association publishes a maga 
zine, “ADA Forecast,” for diabetics, 
which contains inspirational and in 
formative personal experien e articles, 
articles by doctors, recipes and menus. 
A recent issue carried an article by a 

h imo! 
attend a 


business executive, relating 


ously how he manages to 


round of business luncheons and con 


ventions, as “one of the boys,” with 


out going off his diet succumbing to 
coma, or otherwise attracting atten 
tion. 


Another the ADA’s 


awareness of. the business community 


instance ot 


is its practice of addressing messages 
to that 
president ot 


audience. For example, the 


sent out to 
Open Letter to 
asking thei sup 
Diabetes Control 


not financial), and ex 


the society 


bus ness papers in 
Business Leaders, 


the cam- 


| abet ~ nm most cases 


show why the doctors and the insurence 


va eee: 


companies are doing 


so much to encourage sensible weight control. Metropolitan's ed- 
ucational drive has done much to heighten public interest in diets. 


keep their regular jobs and that, be- 
cause of the necessity to keep regular 
hours, they are exceptionally reliable 
workers. 

Some diabetics control their ail- 
ment through diet; others through in- 
sulin, or a combination of the two. 
No matter what the method, it en- 
tails rigid observance of the physi- 
cian’s. rules, regarding types and 
quantities of foods eaten. There is 
some connection between overweight 
and the out of 
every 20 persons over 40 who have 
diabetes were overweight when thei 
ailment “Fat and 
Fortv”’ is a danger signal, according 


to the ADA. 


disease. Seventeen 


was diagnosed. 


A Boon to Diabetics 


Diabetics market 
tain sugar-free and low-calorie foods, 


form a for cer- 
a market responsive out of all pro 
portion to its numerical size. (A per- 
may 
diabetic 


son who diets to lose weight 
temporarily ‘cheat’; the 
dares not risk this action.) 

The 


reducing is a boon to diabetics, as it 


current wave of interest in 
has resulted in the distributien of a 
large variety of low-carbohydrate ce 
water-pat ked 
and of 
with non-nutritive saccha 
rin and Sucaryl. It is interesting to 
note that a number of the 
(Continued on page 92) 


real products, and_ of 
fruits and vegetables, others 


sweetened 


founders 


GENERAL MOTORS LE SABRE: Seats are warmed like electrically-heated flying suits . . . 


Let Your Customers 


CHRYSLER'S D'ELEGANCE: An adjustable steering wheel to fit people of different sizes. 


While he 


man at the wheel of one of Detroit's 


seldom admits t tive 


overstuffed de luxe 
stock model automobiles, fancies hin 


He has a 


secret yen to acquire a beat-up 1913 


hrome-plated 
self something ot a card, 
Ford and restore it, and at the Salnic 
time to slide behind the wheel ot one 
tf those 195x’s futuristic jobs. 

But as Chrysler discovered to its 
sorrow in 1934 with its ill-fated An 
Hlow design, the American auto buyer 
is an evolutionist, not a revolutionist, 
when he comes to trade in his 1952 
model for a 1953, and his 1953 tor a 
1954. So Detroit makes up just one 
ot each of its dream boats of the tu 
ture and places them on display at 


iutomobile shows In key cities, 

Americans crowd around Detroit's 

an creations and dub them 

rts’ cars, which actually they are 

But whatever people call these 
ars, they seem to have an electri 
effect on auto buvers, drawing them 
to auto shows where they see stock 
models tound nm any dealer show 
room. And people go away feeling 
that they have been taken behind the 
scenes ot automobile design. 

(jeneral Motors “Y Job,” tor eX 
unple, built by Buick in 1938, was 
mistaken LO years later by some as 
the torthcoming 1949 Buick. Many 
teatures of the “Y Job” are to be 
tound in today’s General Motors cars. 


\uto makers have built a great in 
dustry by whetting buyers’ appetites 
models. While Americans 
“ooh” and “ah” over the beauty of 
experimental cars, the makers’ eng 


tol new 


neers learn about performance of new 
conveniences, and the sales depart 
ment studies the public’s appetite for 
them 

With the exception of Kaiser's 
Darrin, now in production tor sports 
ar enthusiasts who want something 
“different” from the thousands of 
l-uropean cars now on the U.S. high- 
ways, the experimental models on 
these pages are tantalizing glimpses 
of America’s family cars of the future. 
They look good now. 
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TIRE CHANGE? Driver pushes a button and built-in jacks lift car... ONE DROP OF RAIN raises top, closes windows. 


Share Your Dreams! 


Car makers’ experimental models set fire to the public's imagination. 


FORD'S XL-500: You push buttons to operate the auto . . . in Lincoln-Mercury Division's scarlet Fiberglas body with its all-glass 


matic transmission. . . oor. Pick up telephone and up qoes antenna ai top of windshield. 


Pen ae hee ate ha 


KAISER'S DARRIN: It's in production and for sale. CHRYSLER'S C-200: To open door, push button at rear of latch and 
Deers slide into compartmeni in front fenders. handle pivots outward for the grip. The C-200 led to the D'Elegance 


AUGUST I, 1953 


Do you know what your salesmen complain about most 
frequently? It is not compensation. It is not service or 


product quality. It is communications ... 


Your Men Are Listening, 
But “Can They Hear You ?” 


Based on an interview with 


WALTER E. BRUNAUER ~° Director 
Sales Personnel Development, Lily-Tulip Cup Corp. 


“Why don’t they let us know what’s 
going on?” they ask. “Why must we 
find out important information from 
competitors ?” 
Even newspapers sometimes report 
personnel changes in the salesmen’s 
own company before the men hear 
about them. 


our customers and 


“It makes us feel as though we 
are on the outside looking in. And 
why must we wait for weeks fo: 
replies to questions concerning deliv 
ery, requests for service, etc. ?” 


What Lily-Tulip Does 


Lily-Tulip Cup Corp. (New York 
City) has done something about the 
three major headaches suffered by 
sales managers in industry—compen- 
sation, job definition and training. 
Walter E. Brunauer, the company’s 
director of sales personnel develop- 
ment, believes that these problem 
areas exist today because ‘sales man- 
agement has fallen down on its com- 
munications job.” 

“It serves to point up a fact,” he 
says, ‘which seems to have been lost 
in the shuffle (if for no other reason 
than it has been taken for granted) 
namely, that there is a close relation 
ship between the results a salesman 
obtains and the ability of his sales 
manager to manage.” 

At Lily-Tulip, communication with 
salesmen in the field has become a 
vital part of management policy, car- 
ried almost as a fetish right on down 
to the district sales managers. Bru- 
nauer believes that whether the aver- 
age salesman realizes it or not, a 
great deal of his success can be traced 
directly to his sales manager. Con- 
sciously or unconsciously, “it’s the 
sales manager he looks to for ideas 
and information, for encouragement 
and inspiration, for general over-all 
direction.” 
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To the extent that the sales man- 
ager is successful at communicating 
these things to him, he fulfills what 
is probably his most important as- 
signment—to increase the ability of 
his salesmen to bring in business. Joe 
Salesman’s ability to do this depends 
primarily on three factors, Brunauer 
emphasizes, each of which is directly 
influenced by communications: 

1. His knowledge of the business. 

2. His skill at presenting this 
knowledge in a persuasive and con- 
vincing manner. 

3. His attitude towards the sales 
manager, the job, the company, the 
people he must deal with. 

“Of the three, attitude is probably 
the most important item since it plays 
a large part in determining the re- 
sults of the first two,” Brunauer 
says. “Studies show conclusively that 
sales production is influenced more by 
attitude than by technical skill. It’s 
in this area of attitude, morale, 
human relations, that communica- 
tions is in a position to make its 
greatest contribution.” 


What's the Rush? 


Why the sudden concern? Why 
has communications become a_prob- 
lem almost overnight? Lily-Tulip 
management believes the reasons are 
these: 

1. Communications represent much 
more than the means for the simple 
exchange of information. It is also 
the center of the battle for attention, 
for men’s minds. 

2. The rapid growth of our indus- 
trial and business societies. This in- 
crease in size, scope and complexity 
of the average organization has wid- 
ened the gap between the ‘‘boss’’ 
man and his men, between the sales 
manager and his men in the field. 

3. The problem of semantics 


“the words we choose to make our- 
selves understood.” 

If communications involved only 
the transmission of information and 
instruction through letters, memos, 
telephone, etc., there would be little 
if anything to get excited about. Un- 
fortunately, the mere mechanical 
transmission of an idea, verbally or 
on paper, is in itself no assurance that 
the idea will be understood and, if it 
is understood, that it will be accepted. 

Brunauer says that “We need both. 
Without both we are in the same 
position as the announcer of a radio 
or TV commercial beamed to an 
audience with its sets turned off 
we're just talking to ourselves. That's 
one way to assure an alert, intelligent 
audience, but not a very large one.” 

It’s not only “Are they listening?” 
but “Can they hear you?” At Lily- 
Tulip and other companies Brunauet 
has learned that if what is said to the 
men isn’t clear, they can’t and won't 
“hear.” 


Where You Can Fail 


“Obviously, too, if they do under- 
stand but don’t believe or ‘buy’ our 
ideas, they might just as well not 
have heard us for all the support and 
follow-through we can expect.” 

The solution to the problem posed 
by these factors is based on some ele- 
mentary principles. These principles, 
as followed by Lily-Tulip, have met 
with marked success in getting over 
“the big idea” to its men in the field: 

1. ‘Make it clear, make it simple.” 
Those who have ever had to sell, in- 
struct, explain or describe anything 
know that this is not always a par- 
ticularly easy goal. Considering the 
many interpretations of the words we 
use, it’s amazing we achieve the level 
of understanding we do. 

2. “Tell ’em why!” Brunauer ad- 
mits to okaying a memo hurriedly 
which was sent out to a number of 
Lily-Tulip field managers _ telling 
them of a new termination procedure, 
and describing its mechanics in some- 
what terse terms. 

“Shortly after,” he says, “I glanced 
at the memo and I realized that we 
had failed to include that very impor- 
tant factor — ‘Tell 'em why.’ The 
memo was immediately rewritten and 
sent out to those who had not re- 
ceived the original. From the 
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Walter E, Brunauer: "There is a close relationship between 


the results a salesman obtains and the ability of his sales 


manager to manage... 


"It's the sales manager the salesman looks 
to for ideas and information, for encourage- 


ment and inspiration... 


first batch we_ received comments 
which added up to: ‘What, more pa 
per work?’ ‘More red tape!’ etc. 
“From the second batch came com- 
‘(jood idea, have been 
doing something like this for years, 


ments such as: 


myself!’ ‘If this gives us what we're 


after it will help a lot!’ etc. Moral: 
If what we ask our men to do repre 
sents a significant change in policy or 
procedure, we tell ’em why. Not 
only does it aid in winning coopera- 
tion, but we are at least assured they 
know the real reason why.” 

To “make it clear” and “tell ‘em 
why,” however, are but implementa- 
tions of the foundation stone of the 
entire problem, Brunauer _ believes, 
and that is to “keep everybody in- 
formed.” 
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Meet the Author 


Walter E. Brunauer is Director of Sales Personnel 


Development, Lily-Tulip Cup Corp. 


Prior to January 


1952, he was director of sales research, director of 
sales training, assistant to the vice-president in charge 
of sales, and assistant sales manager, Metropolitan 
(N.Y.-N.J.) Division. He joined the company in 1944. 


Brunauer, a graduate of New York University, has 


B.S. and M.A. degrees in education. 


He taught in 


the New York City public high school system. 


The author converted himself into a real estate and 
advertising specialties salesman in 1940. 


Lectures were given for four years by Brunauer at 
the School of Business of the College of the City of 
New York on salesmanship, visual aids, and sales 


training. 


4 Brunauer is a member of the Sales Executives Club 


"Sales production is influenced more by 
attitude than by technical skill. . . 


What's the score? Whether Joe 
Salesman operates out of a territory 
tar trom home base o1 right out ot 
headquarters, he wants to know 
Lily-Tulip | sales 
management operates on the premise 
that “it’s more important to empha- 
size the obvious than to elucidate the 
obscure.” 


what's going on. 


know 
what’s going on and he wants to 
know it before his customers and 
competitors do. Brunauer cites the 
case of the salesman who had been 
on the road for a month before he 
learned that his plant had been closed 
down two days a week during that 
time. And he learned it from a cus 
tomer ! 


“In addition to the negative effect 


The salesman wants to 


of New York, National Association of Training Direc- 
tors, the American Society of Training Directors, and 
the National Society of Sales Training Executives. 


‘It is a wise sales manager who organizes 
to catch gripes while they are in short 
pants.” 


on his attitude, it just isn’t good busi 
ness to keep such vital information 
from him. I can’t believe this was a 
deliberate holding back of informa 
tion. It could only have been an ovei 
sight. But deliberate or not, it cost 
money, it was harmful and inexcus 
able.” 

If there’s a change contemplated 
within the Lily-Tulip sales organiza 
tion which might affect a man _per- 
sonally, such as a shift in territory, 
that man is consulted before the final 
decision is made. He wants to be told 
about the change, not because he is 
temperamental but because he wants 
to feel that he is more than a cog in 
a machine—that his job is important, 
that what he is doing is worth-while 
and means something to the progress 
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oO! the 


ompany. He wants to be told 
where he stands and why. In short, 
he wants to be recognized and treated 
is an individual human being. 
\t Lily-Tul p, transmission of rec 
ition is as much a part of the 
nunications function as any othe: 

vle phase. “A 


nauer, “has a deep-seated urge to 


salesn in,” SaVS 


recognized for his efforts, and he 
ippreciates appre ation.’ This is pal 
larly so where salesmen operate 
on thei own, without 

benefit of frequent contact and 
supervision under which office 


| lant workers operate.” 


Rumor Mill Always Runs 


Communications, like training 
“goes on all the time, whether we 
like it or not. Sometimes, at the mini 
mum, it means that incomplete, in 
accurate, distorted, and even down 
right vicious rumors are propelled via 
Accord 
ing to Brunauer the rumor mill pro- 
duces only “reduced efficiency” and 
“lowered morale.” 

All human beings like to be in 
formed, because they fear what they 
don't know. Fears build up tensions, 
ANNICTIES, worries. 


the well-known grape-vine.”’ 


In his own com 
pany, Brunauer has observed that by 
satisfving the basic desire to know 
what’s going on, tensions are relieved, 
ind pent-up feelings of insecurity are 
released. 

“(jood” communications is the an 
But what is “good communi 
cations’? At Lily Tulip, it means 
that there’s a program, plan or meth 


swer, 


od which encourages a free flow of 
Information upward as well as down 
ward. Management realizes that com 
munications, to be effective, must be 
t two-way proposition, lor the sales 
manager, it is more than a two-way 
proposition it is two times six. He 
needs two-way channels to his men 
to customers, competitors, staff and 
other company departments, and to 


“Without 


channels.” Brunauer asks, “how can 


fop management these 


he possibly operate at anywhere neat 
maximum efficiency ?” 
How does the ompany go about 
establishing these two-way channels ? 
Its objective is summed up by Bru 
nauer: | don’t bel eve our aim is 
the installation tf an assortment of 
communications devices such as house 


organs Suggestion systems, employe 
handbooks, et so much as it Ss 
making better use of the tools we 
ilready establishing the 


proper ommunications climate—one 


have, and 


which there exists mutual undet 


standing respect ind confidence. 


“For communications to be effec 
tive, those who receive them must 
have confidence in the source from 
which they come. This confidence 
must be earned. “The men must learn 
actions, as well as by our 
that we play no favorites, that 
we have their interest as well as the 
company’s at heart.” 

The company has found that one 


words, 


way to win such confidence is to show 
a willingness to face up to facts and 
situations which may be unpleasant 

and then to do something about 


them. If, as is sometimes the case, 
morale is low and a negative attitude 


prevails because of what some men 
believe are inequities in the compen 
sation system, or too much papel! 
work, unusually long delays in ship 
ping and service for reasons not yet 
learned by them, certainly better com 
munications isn’t all the answer. 
“Removal and correction of the 
ausative factors come first,” Bru 
explains, “then 
communications, 


nauer comes youl 
letting everyone 
know what is going on, that you are 
aware of the conditions, that you are 
doing something about them, and that 
you welcome their criticisms as well 
as their suggestions.” 

He is certain that in such a climate 
personnel receive the kind of informa 
tion they need and want, and receive 
it while “it is still hot and will do 
them the most good. Timing is im 
portant.” 


Ended in Ill-Feeling 


A breakdown in what started to 
be good communications but ended in 
much ill-feeling, can be illustrated 
by the problem facing one large firm. 
Last year, the firm adopted a new 
neentive plan, one that was well re 

the men in the field. “‘Vhey 
well, and looked 
to 1953 quotas. January, 

March, April and May 

They 


that the cause of the delay is the com 


forward 


February, 
passed no quotas, believe 
“which way the 
wind is blowing’ and then to set the 
Actually, sri 
nauer says, there is a good reason for 
the delay 
anyone in the company. 

But no one took the trouble to tell 
the men the facts. In addition to 
pointing up the damage which can be 
aused by such oversights, it serves 
to spotlight another truism: “It isn’t 
the facts that count, but what people 
believe are the facts!” 

In this favorable climate at Lily 
Tulip, the sales manager listens as 
well as tells. 


pany’s wish to see 
quotas accordingly. 


one outside the control of 


) 
Brunauer emphasizes 


that “it’s the kind of listening which 
goes beyond mere silence. It’s an 
alert, intelligent type of listening, 
which Roethlesberger describes as 
‘one that hears feelings and attitudes 
as well as words’.”’ 

There is probably one former Lily 
Tulip Cup Corp. district) manage 
who will henceforth bend a more 
He lost a young man in 
who was on the compan 
“Scheduled to go~ places.” 


— 


careful ear. 
his territory 
books as 
The man saw an opportunity to reach 
what he thought was greener grass. 
If, however, he had consulted a more 
mature man with business experience, 
he would have recognized the many 
pitfalls of his new proposition, could 
have learned certain measuring stand 
ards which might have caused him to 
reconsider. 


Who's Responsible? 


“The man who should have done 
the counseling,” Brunauer says, “was 
his district sales manager, but he 
never got the chance. He had neve 
quite succeeded in winning the boy’s 
confidence, had never gotten close 
enough to him. As a result, he wasn't 
consulted and didn’t know about the 
situation until after the decision and 
a firm commitment had been made.” 

According to Brunauer, the district 
manager was one of those fellows 
who knows all the answers. Nobody 
was going to tell him anything! 

Of course, he’s no longer a district 
manager. 

“Sure, we locked the door after the 
horse was stolen but luckily for us it 
was only one horse. We have anothe: 
horse and a new lock in the form ot 
a capable district manager.” 

The first step toward getting the 
most out of communications tools and 
methods available is to set up a “com 
munications coordinator.’ Commun 
cations to be effective must be 
planned, continually worked at and 
coordinated Brunauer has learned. 
‘Call him what you will, but g 
him the responsibility for seeing to 
t that both management and the men 
receive the ntormation they need 
and want.” 

\ capable man recommended for 
this job is the assistant sales manage 
He is in an ad 
vantageous spot to know what goes 
on at both ends of the pipeline. He 
js in the best possible position, too, 


in the home ofhce. 


to screen releases to the men and to 
regulate the quantity of releases. It’s 
no secret that the average salesman 
receives a large amount of mail daily. 
Most of them quickly extract expense 
checks and copies of invoices, then 
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When this 
racial 


When business was run by rule of thumb, 
selling was largely a matter of getting to 
and shaking hands with the one man who 


ran the company. 


Today it’s a bit more complicated. Busi- 
nesses are no longer run by one man. 
Producti i longer atter of cut- 
roduction is no longer a matter of cu 
and-trv. Machines are now “made” on 
drawing boards, and purchasing has 
become a science involving many men in 


many jobs. 


And every year, as business continues to 
srow and change, there will be more and 
more men with the power to say “Yes” or 
“No” to the purchase of your products 


or services. 


These new arrivals, because of their num- 
bers and diversity of jobs, are going to be 
harder and harder to reach. Certainly it 
will be impractical and costly to try to 


reach them all with old fashioned “hand- 


was the rule 


shake” selling, despite the importance of 
your salesmen and your distributor sales- 
men in the picture. The ever-increasing 
concern to management in almost every 
business, in every industry, is how to 
extend the handshake and make it more 


effective on a broad seale. 


The obvious answer is mass communica- 
tion of a specific kind—intelligently used, 
in adequate amounts, at the right time— 
to take a sales story to enough of the right 
men in an economy that grows almost as 


fast as “Jack’s Beanstalk”. 


Your advertising agency is experienced in 
the selection and use of this kind of mass 
communication. Why not talk to them 
about this and make sure that you are reach- 
ing your market—and the men in your 
market who have a voice in the selection of 
your product or service. We ll be elad to 
help you and your ageney with market and 
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This network of weekly news- 
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market data book 
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chuck the entire balance into a waste 
basket. 

The “coordinator” at Lily-Tulip 
regulates the amount of this flow and 
sees to it that the men not only don’t 
get too much at one time, but also 
that they don’t get swamped with too 
many non-selling assignments, the 
kind that bite into costly selling time. 
His job is not to edit, nor does he 
have censorship privileges; he merely 
keeps his finger on the communica- 
tions pulse and makes sure that every- 
one gets the information he should 
get and that it passes freely up and 
down the line. 


Five Kinds of Letters 


Lily-Tulip has found that letters 
to salesmen are particularly effective 
when they are used to: 


1. Welcome new men and_ thei: 


ives into the company. 


» 


2. Recognize and commend out 


standing achievements. 
3. Encourage and inspire a man 
who is temporarily “in the dumps.” 
4. Congratulate a man on the an 
niversary of his afhliation with the 
company. 
believes that if a com 
pany does not 
which the 


Brunauet 
publication 
salesmen can call thei 
company should considet 
establishing one. It need not be elab 
orate nor expensive ; 
job will do 
men only.” 

“Assuming that 
have such a 


have a 
own, the 


a mimeographed 
if it is devoted to ‘‘sales 
most companies 
publication,” he says, 
“they will find, as we have found, 
that they can get maximum readet 
ship if they remember to follow a cet 
tain pattern.” These suggestions are: 

Load it with stories of salesmen’s 
doings, accomplishments, suggestions, 
and criticisms. 

Use it to recognize and commend 
outstanding pertormance. 

Include pictures ot salesmen. 

Use illustrations and cartoons lib 
erally. 

salesmen, 
with 


Use articles written by 


especially those dealing sales 
techniques. 

Be sure writing stvle and vocabu 
lary are geared to salesmen; save ad 
vertising-tvpe copy, and write in the 
salesmen’s language. 

Release tona regulat schedule. 

Management at Lily-Tulip has fol 
lowed a toward the 
increasing use of the sales meeting 
(at the local level) as the chief me 
dium for communicating important 
sales information. It believes that it 
is an effective medium for communi- 


cations downward because it provides 


definite trend 
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THE SCHUYLER HOPPER Co. 


MARKET RESEARCH + SALES PROMOTION + ADVERTISING 
TWELVE EAST FORTY-FIRST STREET + NEW YORK 17, N. Y. + LEXINGTON 2-3135 


Why are there so many 


“one-fisted" Sales Managers? 


Sales managing is a "two-fisted" job. But some Sales 
Managers tie one hand behind their backs by defining 
their jobs in terms of super-salesmanship only. 


These men got to be Sales Managers because they were top-notch 
salesmen. They're expert and specialized in the use of that one arm of selling - 
personal salesmanship. Becoming Sales Managers has merely made it possible for 
them to use that arm more prodigiously. They're "one-fisted" Sales Managers. 


To the extent that a Sales Manager is a teacher, and can pass along his enthusiasm, 
his knowledge, his experience, and his superior sales techniques to his men, he can 
undoubtedly turn up a record of reduced unit sales costs by virtue of his teaching 
talent. But he's still a "one-fisted" Sales Manager. 


NOW - if, in addition to good selling and good teaching, he makes good use of that 
second strong "fist", the promotional aids to selling, he will greatly multiply the 
possibilities of reducing unit sales costs. He will make the best possible use of 
handbooks, sales kits, publication advertising, catalogs and bulletins, direct mail, 
manuals, publicity and merchandising. He will put those promotional aids to work to 
solve two problems: 


salesmen more prime prospects to call on - 
re known to be interested in the product. 


How to make it possible for his salesmen to spend less 
time on elementary explanation of the product's features; 
more time closing sales - which is one part of the sales 
job that only salesmen can do. 


Thus the Sales Manager will greatly multiply the sales-producing ability of his 
whole sales organization. He will be in a better position to show his top 
management how lower unit sales costs can play an important part in his company's 
profit picture. 


He will have become a "two-fisted"” Sales Manager. 


The debeang hr for ” 


MARKET RESEARCH + SALES PROMOTION + ADVERTISING 


“Experienced in the profitable use of the tools that help build sales at lower unit sales cost.” 
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Arr you satisfied with 


your product's identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
marks 


it for more sales. Send a rough sketch 


reflects your product's quality 


or blue print for design suggestion and 
quotation. Write for your copy 

of “Etehed or Lithographed 

Metal Products of Quality” 

with full color examples of our 

name and instruction plates. 
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The 


an opportunity to demonstrate, to 
visualize, to dramatize as well as 
to tell. The company wants its men 
to understand, 
plans and 


their benefit 


to sympathize with 
programs designed for 
a goal it believes im- 
possible to achieve with the use of the 
printed word only. 

Because communication is most ef 
fective when it 


is carried on in face 
to-tace situations the day-to-day. on 
which field 


sales Inanagement ts responsible con 


the-job supervision tor 


stitutes one of Lily-Tulip’s most vital 
communications links. “Just as in the 
eyes of his customers the salesman is 
the company,” Brunauer savs, “so 
too the salesman identifies the terri 
tory manager. Company-policy inte: 
pretations, plans, procedures, pro 
depend for their success 
on the ability of the manager to com 
municate them to his men effective 


ly.’ 


grams, etc., 


The manager's enthusiasm becomes 
the salesman’s enthusiasm; his apathy, 
He is a key 
man, a communications center on the 
operational level. He must be helped 
to acquire certain skills such as lette1 
writing, report 


the salesman’s apathy. 


writing, 
leading, counseling, 


conterence 
training and ap 
praising. 

“A company can ‘muff’ one of its 
best communications opportunities at 
the most important level 
ating level 


the opel 
unless it does something 
to develop field management's com 
munications skills, and this through 
an organized training program.” 


Open Mind, too 


\lost 


! 
stinctively the importance of upward 


sales managers realize in 


communications, assuring their men 
that the “door is always open.” The 


open-door policy in actual practice 


does not work out, observes Bru 
nauer. “The pressure ot other duties, 
authority all 
Yet the 
ts parallel, the 
open mind, must exist in some form 


distance, and lines of 
operate strongly against it. 
open door pol cy and 
if we want our men to come to 
with their problems, suggestions, crit 
CISINS xripes.” 

The company does not take the at 
titude that “salesmen wouldn't be 
salesmen if they didn’t 


about.” It does not 


have some 
thing to gripe 
relieve management of the respons 
bil t\ Tol 
plaints. 


properly handling com 
Brunauer does not believe that “the 
best way to handle gripes is to ignore 


them; no news (or gripes) is good 
news. It is a wise sales manager who 


organizes his communications system 


so that he can catch gripes while they 
are still in short pants, before thes 
have a chance to grow up.” 

It is in this area of prevention 
that communications can make a solid 
contribution. It can do this by bring- 
signals of impending 
trouble to management and by pro- 
outlets through which the 
steam generated from gripes may be 
channeled. 

Whether it be gripes, news from 
the customer front, or any other mat- 


ing warning 


viding 


ter, upward communications requires 
no elaborate additional machinery at 
Lily-Tulip—‘‘just the efficient use of 
what we already have, e.g., call re- 


ports, conterences, and counseling. 


The Poor Call Report 


In Brunauer’s opinion, the call re 
port is a “valuable tool but one which 
has been badly abused by both man 
agement and salesmen. A salesman is 
naturally reluctant to fill out a report 
which to him is just another manage 
ment check on his activities. When 
management fails to sell him on the 
benefits of his call reports, makes the 
mistake of not reading them, or re 
quires unreasonably long and detailed 
reports, it deteats its purpose and de 
prives itself of valuable information.” 

If getting salesmen to fill out call 
reports is a problem, 
gests the following practices that are 


Srunauer sug 


achieving good results in his and 
other companies: 

1. Keep the size, format and the 
information requested down to a sim 
ple but practical minimum. The 
is to fill out, 
formation you will get and the more 
accurate it will be. One that’s sim 
plicity itself is a stamped, addressed 
postal card with the report on the 
reverse side. 


2. Give salesmen something back 


easier it the more in 


from thei reports; tor example, peri 
odic “recaps” of total calls made on 
various types of trade, ratio of sales 
to calls, average volume per sale, etc. 

3. Set up a system which will in 
sure prompt and efficient handling of 
all questions and requests. One way 
to do this s to assign someone to the 
job of (a) placing a large “X”’ next 
to all items requiring a reply, (b) 
routing them to the proper people 
for handling, and (c) checking copies 
of thei against the items 
marked for their attention. Another 
method is to set up a special sheet for 


replies 


salesmen’s questions and 
Make it easy to identify by giving it 
a special color or heading. 

Some companies utilize sound re- 
ports. Soundscribers, Dictaphones, or 


requests. 
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tape recorders record the report. It 
is easier for the salesman to “talk” 
the report than to write it. For that 
reason alone, reports are likely to be 
more accurate and more complete. 
Lily-Tulip has discovered that the 
conterence, with its group approach 
toward the solution of common prob 
lems, is an ideal upward-communica 
tions device because it provides the 
maximum opportunity tor participa 
tion—one of the keys to employe sat- 
Staction. Valuable ntormation is 
thus made available to management, 
mtormation bearing on company poli 
cies and plans which would be ex 
tremely difficult (sometimes impos 
sible ) to get trom any other source. 
An effective conference leader (in 
direct contrast to the old type who 
once conducted the “give ‘em hell” 
type of meeting) guides, stimulates 


and encourages ideas. 
Point of Failure 


“Individual counseling has within 
t all the potent als for developing 
the kind of attitude which makes for 
job satisfaction and high morale,” 
Brunauer says. “It is on a personal, 
man-to-man, face-to-face basis; it 
flows in two directions; it is con 
ducted in an informal atmosphere; it 
is based on day-to-day contacts; it is 
a long range, continuous proposition. 

‘But,” he warns, “it can also prove 
to be a disastrous failure and do more 
harm than good. It all depends on 
the skill of the counselor: the field 
manager.” 

An example: Joe Salesman and h Ss 
manager are having a counseling ses 
sion. The manager is appraising Joe's 
performance. Handled properly, Joe 
not only learns about those areas in 
which he needs improvement but also 
those in which he is quite strong. And 
in every instance the evaluation is 
backed up with actual cases and ex 
amples—supporting evidence. 

Joe is tree to disagree and to ex 
plain his reasons for disagreement. 
He may even change his manager’s 
mind if he has a sound basis and if 
the manager is open-minded. In any 
event, out of the discussion should 
come a meeting of the minds and a 
spec ific program for strengthening the 
areas requiring mprovement. 
Through special assignments (includ 
ng reading ) Joe is encouraged to fol 
low through on an organized pro 
gram of self-development. 

With proper guidance and follow 
up by the manager, Brunauer knows 
of no other method his company has 
ised which has within it so many 
possib lities tor the develop nent of 
ttitudes, habits, knowledge, skills. 
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We’ve said it all along! 
Now... 

a new analysis of 
coal-use 

proves... 


only UTILIZATION 
covers the tremendous 
horizontal market of coal users 


No figures demonstrate the unique coverage offered by 
UTILIZATION more emphatically than the following— 

Companies reached utilize 90% of all coal tonnage. Our 
readers account for 52% of retail coal sales; nearly 100% 
of coal consumed by electric utilities; 86° of coal used in 
primary-metal manufacture. In all, UTILIZATION reaches 
10,210 coal-using companies—is read by company officials, 
superintendents, managers, engineers, technical personnel, 
purchasing agents, in short the PRIMARY BUYING 
INFLUENCES in: 

@® coal burning electric utilities @ municipal and private 
power stations @ most steel and cement mills @ some 6,000 
manufacturers (automotive, paper, etc.) @ all Great Lakes 
coal docks and coal handling railroads @ 5,800 prominent 
retail and wholesale coal yards. 

We know they read UTILIZATION because we check their 
monthly poll cards, requests for information and catalogs, 
statements of preferences. 

One more statistic? In 1952, our advertisers placed 471 
pages with us, against 196 pages in 1948, first full year of 
publication. 

So if you want to reach the companies who burn, buy, 
dock, export, handle, heat with, load, manufacture with, 
move, sell, ship or stockpile 90% of the nation’s tonnage, 
advertise in UTILIZATION. 


MECHANIZATION, INC., PUBLISHERS 


1120 MUNSEY BLDG. 
: WASKINGTON 4, D.C, 
} NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES | 
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Can Weather Bureau Forecasts 
Help Solve Your Sales Problems ? 


Four kinds of official predictions are issued regularly. Are 


your competitors using them to steal a march on you? 


NORMAL 


MUCH BELO 
NORMAL 


THIS is one of nine maps in the Weather Bureau's 30-day forecasts. It is not a 


forecast in the usual sense, but an estimate of average temperature. 


For decades, the Weather Bureau, 
U.S. Department of Commerce, 
Washington 25, D.C., has provided 
enough information to excite almost 
any sales manager or analyst, but few 
asked for it. 

Several vears ago, the Bureau of 
tered a new product which, it care 
fully points out, 1s less reliable, less 
precise, than the old standby: thirty 
day forecasts. Like a loss leader, this 
draws new customers, who inquire 
about the standard services. 

\lanagements are so intrigued that 
they hire their own weather men to 
interpret what the Bureau says. Pub 
lications have started to run the long 
term forecasts in full or in digest: 
Kiplinger's letter, construction maga 
zines, food industry publications. Mi 
Graw-Hill’s Engineering News Re 
ord is attempting to translate them 
from their present map form to the 
tables engineers preter. 

An air-conditioning company a 
fairly large one uses all the sers 
ices: the weather records for most 
cities; the thirty-day, five-day, and 
daily broadcasts. People don’t buy 
units on the first, second or even 
third torrid day, but only after 
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they've endured a long stretch of 
weather above temperature to which 
they are accustomed. Sales boom just 
before it cools off. Where others try 
to spot rising population, money, new 
outlets, the sales manager of the air- 
conditioning company searches the 
country for the “right” stretches of 
heat. 

First he scans the thirty-day fore 
cast, with its probable averages cov 
ering broad territories. Where he’s 
told to expect a_hotter-than-usual 
month, he slowly increases his adver 
tising, taking for granted at least one 
week of extreme discomfort for his 
prospects, especially if the weather 
records support that hope. He watches 
the five-day forecasts, which signal 
when to strike harder, and the one- 
day forecast, for the kill. 

From the Bureau, you get fou 
kinds of information: 

1. Thirty-day forecasts, published 
the first and the fifteenth. 

2. Five-day forecasts, out Monday 
and Thursday. 

3. The familiar twenty-four hou: 
forecast. 

4. Records. 


The thirty-day forecast, called 


“Average Monthly Weather Resume 
and Qutlook,” is sent to subscribers 
at $4.80 a vear, $2.40 for six months. 
It is done with maps. In broad brush 
strokes, the United States is divided, 
with respect to “normal” into 
“much above,” “above,” “near,” ‘‘be- 
low,” “much below.” On another 
map are appropriately stroked with 
respect to rainfall, “‘heavy,”’ ‘‘mod- 
erate” and “‘light.”’ 

For the 30-day reports, the 
Weather Bureau now has some 4,500 
customers. 

No records have been compiled on 
the number of users of the five-day 
torecasts. 

Daily forecasts—popular with the 
general public—can be heard in 10 
cities by dialing a number and listen- 
ing to a telephone recording. It is 
estimated that on each day these re- 
cordings are heard by four million 
people. 

Of the 300 radio stations and the 
105 TV stations which broadcast 
daily weather reports in the United 
States, it is estimated that 200 have 
direct tie-lines with the weather bu 
reau in their cities. 

Statistics are not available on the 
number of special weather reports 
prepared by the Bureau for business 
firms. However, the Bureau made 
up, last year, 75,000 special briefings 
for pilots going abroad. 

In early June, the Bureau outlined 
a huge “light” semi-circle, based on 
the gulf states and Texas, and wheel- 
ing up to the edge of the Great 
Lakes. This semi-circle was sur- 
rounded by “moderate” territory 
with “heavy” soaking the Far West, 
the North Atlantic and the top of 
Florida. The temperature map, too, 
was painted broadly: Texas and sur- 
rounding territory, stamped ‘much 
above,” was a nucleous immediately 
surrounded by “above,”’ with ‘‘be 
low” on the West Coast and, except 
for a “much above” coastal strip, in 
the East. 

Suppose the city you’re interested 
in exactly borders “much above” and 
“above.” The Weather Bureau as- 
sures you that you should believe 
little: All that you can determine is 
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For 98% of its output ...28 customers 


But mass education does work which can be done 
in no other way for the world’s largest builder of aircraft 


‘le 27 of the world’s leading airlines and to the 
armed services of the United States, Douglas Air- 
craft sells nearly 100°; of its output. 

Yet Douglas directs a program of mass educa- 
tion to four large and important “publics”: 


To travelers, Douglas demonstrates the many ad- 
vantages of going by air—and by Douglas “DC” 
airliners in particular. Result: More business for the 
airlines and, in turn, more business for Douglas. 

To shippers, Douglas illustrates the savings air freight 
offers and the advantages of Douglas airfreighters. 
Again, both the airlines and Douglas benefit. 


To taxpayers, Douglas shows that this nation’s 


armed forces are getting good value for the millions of 
tax dollars spent each year through the company. 


Taxpayers also learn that Douglas leads the entire 
world in the aircraft industry—and so makes a vital 


.contribution to the nation’s defense and to the total 


economy. 


To stockholders, the Douglas program of mass edu- 
cation serves as “interim reports,’’ describes recent 
developments and achievements. 


Can mass education through advertising help give 
your “‘publies’’ a better picture of your company and 
what it offers? We'll be glad to talk with you about it. 
Just call or write to us. 


el rT’ . 
J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N.Y. 
New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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THIS BOOK GIVES YOU THE 
COMPLETE STORY IN PICTURES 


AND FIGURES OF NEW YORK 
STATE'S 2nd LARGEST MARKET. 
SEND FOR YOUR COPY TODAY. 


BUFFALO EVENING NEWS 


Western New York's Great Newspaper 


KELLY-SMITH CO. 


National Representatives 


EDWARD H. BUTLER 
Editor and Publisher 


SELL THE NEWS READERS AND 
YOU SELL THE WHOLE BUFFALO 


that it probably won't be cold. Edges 
are always unsate. 

Weather Bureau carefully tells you 
that its forecasts are intended to be 
vague. The map gives only probable 
averages for the month and for broad 
Within these, weather 
will frolic as irresponsibly as usual. 

On the back page, you get some 
figures. For leading cities, are print 


territories, 


ed the average temperatures and rain- 
falls, along with numerical meanings 
for “above,” “much above,” ete. 
‘These are drawn trom past records 
tor the month. 

Accurately, Washington, D.C., 
had been placed just inside the ‘be 
low” territory. You look to see what 
that means. The June average is 73.4. 
Below this figure are tour numbers, 
thus: 

0.8 0.9 
2.6 2.9 

Those at the left with minus signs 
tell you the difterence between “be 
those at 
“above” 


low” and “much below” 
the same ton 
and “much above.” Subtracting 0.8 
from 73.4 gives you a narrow range 
to know when to ex- 
subtract 


the right do 


tor “below”: 
claim “Ah! much below,” 


40 


MARKET OF 


1,400,000 PEOPLE. 


2.6 from 73.4, and you get 70.8. 
The weatherman commented that this 
followed instructions well enough, 
but that when figures come so close 
they're poor guides. 

For rainfall, there’s a duplicate 
map, which for each city gives you 
two numbers: in the case of Wash 
ington, again, 4.57 at the top and 
below it 2.59. More than 4.57 inches 
of rain would be “heavy”; less than 
2.59 would be “light’’; between it is 
“moderate.” 


For Best Markets 


The Bureau's customers sometimes 
find these averages more useful than 
forecasts. Suppose, for instance, you 
had a new hot weather 
You'd look around, from city to city, 
tor the average temperatures that 
suited you. Since you were inter- 
ested in permanent. territory, you 
wouldn't care, at that point, about 
departures trom the averages, 

‘The local Bureau furnishes the 
five-day torecast, which covers a large 
sweep of territory of several states. 
It's sent to the press associations, 


product. 


newspapers that want it and, in some 
but not all cities, businessmen who 
ask. In Washington, businessmen 
telephone. The Washington, D.C., 
forecast at the moment of writing 
runs: “In the next five days, tem- 
perate average two to foul degrees 
Warmer at the be- 
ginning, cooling down later. Rain- 
fall will be light.’ That’s all. The 
forecaster can usually hit it right, if 
he isn't too particular about days and 
places. Usually, he isn’t. 

You know about twenty-four hour 
forecasts. They're carried everywhere 
in papers, on radio and ‘TV. In many 
cities, the telephone company provides 
hourly forecasts, which you get by 
dialing the appropriate number. 

So much for looking into the fu- 
ture. It’s nice to look forward but 
the outlook is always dim and, when 
vou gaze thirty days ahead, it is 
wrong one time out of five. The Bu- 
reau is an historian as well as a 


abov e not mal. 


prophet. Records can be counted on. 

Companies — that about 
weather for the first time ask the 
obvious things: highs, lows, averages 
for this time and that place; iden‘i- 
fication of the hottest, coldest, wet- 


speculate 
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test cities. Since these occur to every- 
body, the Bureau can furnish answers 
inexpensively—trom typing and mail 
Oosts to ibout S20) 

Records grow on you. A company 
whose volume depends on weathei 
soon knows these ABC's of Weathe: 
Bureau geography. It then goes after 
fine points. 

If it were selling both inexpensive 
ind expensive umbrellas, it would 
feature the first where hard rain 
omes suddenly and briefly, the se 
ond where it stayed soggy for a week. 

1 be | 


You can vet ch rect 


for then sometimes hundreds of 


( 


Tr you pay 


dollars. 


Almost city by city, vou can learn 
how long t remains hot Ol cold, how 
fast the wind blows, how damp the 

lich is a good thing to know 
selling dryers to women 
lothes lines For some 
re ords vO ba k to the Start of 
the century. 

Companies get these figures, which “Your office hasn't called in three days; couldn't you knock off for lunch?” 
they presumably use. You just write 
the \W eather B ireau, Wash ngton, 

1). C., explaining what you want. still needn't go too far wrong. The fair davs for one of rain and, by 

If vou're thoroughly sick of the Bureau sometimes advises publishers drawing lots, make your forecasts in 
weather and can't abide an agency of tarmers’ almanacs, which predict that proportion. You'll have to be 
that makes a protession of it, vou each day of the year. Expect two right at least 120 of the clear days. 


Send for your copy of this FREE 64-page brochure 
RANKING OF 225 METROPOLITAN COUNTY AREAS 


2 13 my / f oy q Here are the authentic sales data on 
m ares or the foral Leng m ie werony oF maccerwe the Nation's most important markets 
= which account for 68.57 of total retail 


Classifications | COPEERE. CANIN : sales, compiled by SALES MANAGEMENT 


of 225 and produced by the GREENSBORO NEWS 
METROPOLITAN COUNTY AREAS & RECORD 


by Dollar Volume, 


plus complete data from the For the first time you may have for 


Survey of Buying Power an 10 ee ee the asking, tabulations of 225 im- 


‘th ect ellen > tie moncate es og it portant markets, arranged according 
(May 10, 1953) for these areas. Greensboro News and Record to 1952 sales for each of 13 types of 
> retail outlets. Because the popula- 

*Including 7 additional sales classi- Seecate Sten ores tion ranking of a market rarely co- 
ficati led ty $ M iy — i eg incides with retail sales ranking, this 
HCGNONS COMPNSE DY VALES MANAGE- brochure helps sales, advertising and 
meNT and published in this brochure marketing executives recognize sig- 
for the first time. | nificant differentials. It permits eval- 
uation of markets by dollar-volume, 
serves as an authentic yardstick for 
< comparison of actual sales with 
. market potential, helps plan promo- 

Greensboro : SI tions WB reach doolauee affecting 

t expansion policies. For your free 

) d 4 P / x copy, write on your company letter- 
EWS WW CCOLL head to Advertising Research Dept., 


Greensboro News and Record 


13 SALES CLASSIFICATIONS* 
BY DOLLAR VOLUME 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Chiltonss editorial integrity 


create an ideal 
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and quality circulation 


advertising atmosphere 


Maintenance of editorial excellence is the first concern 
of every Chilton editor. The result is that our readers 
know they can find what they want in Chilton publications: 
authentic and timely facts, figures, and news vital to 
their business. 


This sustained reader interest is important to the adver- 
tiser. And it becomes more valuable in his eyes because 
he knows that Chilton readers are selected under rigid 
regulations to assure the advertiser that his message goes 
to those persons who make the buying decisions. 


Sustained interest on the part of readers so carefully 
selected makes Chilton publications the ideal atmosphere 
for advertising the products and services needed in the 
fields Chilton serves. 


O 
' CHILTON 
COMPANY 


(im CORPORATED ) 


Chestnut and 56th Streets 100 E. 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


THE IRON AGE e HARDWARE AGE . MOTOR AGE . COMMERCIAL CAR JOURNAL 

HARDWARE WORLD + DEPARTMENT STORE ECONOMIST e BOOT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 


Based on an interview 
by David J. Atchison with 
STEVEN WARREN 
National Director, 
The Foundation for Better Reading 


HOTPOINT PICKS UP SPEED: Seventy top 
executives of Hotpoint Co. are improving 
the pace of their reading, accelerating the 
rate of their comprehension. In the photo: 
William A. Kissock (right), vice-president 
in charge of industrial relations, is reading 
with the aid of an “electrical pacer’, one 
of the instruments used in the reading pro- 
gram. With him: Steven Warren (center), 
director of the Foundation for Better, 
Reading, and Arthur C. Studt (left), mana- 
ger of training at Hotpoint. 


What's All This “Better Reading” 


Shouting about ? 


This quiz explains. Now we have available a tested train- 


ing technique aimed at helping sales executives and sales- 


men to read faster and with better understanding, It can be 


a useful weapon in the Battle of Bulletins & Memoranda. 


(. All right, what is all this shout 
ing about “better reading” ? 

\. Betore answering, let me ask 
this: How many sales executives have 
you known who decide not to send out 
certain. communications to their men 
because they believe the nen on the 
road don't have the time to read every 
in the mail? You 


“ here 


thing thev receive 
and | 


sales intormation 


know of many. cases 
training materials 
and important printed matter are 
nipped in the bud at the home ofhce. 
(), ( ntortunate, but what's the an 
swers 
\. Untortunate, ves, because in to 


day's competitive market the salesman 


44 


must be intormed if he is to be suc 
cesstul. A’ salesman will talk most 
about what he knows most—and most 
ot what he knows, out on the road, is 
learned through reading. Vhe effective 
salesman knows all he can about his 
own company and its services, prod 
ucts, policies and prices, and he has 


similar Information about his com 


petitors. The dest salesman will also 
be informed on general business con- 
ditions and significant current events. 
Thus. it he is a poor reader, he will 
probably be an ineffective salesman be 
cause he will not be well intormed. 
Vhere is a quick, dramatic solution 
to the problem. It is possible to train 


an entire sales organization to read 
twice as fast, and with greater accu 
racy. Result: ‘The men can read twice 
as much in less time and get more out 
of it. Executives no longet have to 
hold back good sales training plans, 
sales stimulation materials, advertising 
brochures, etc., because their salesmen 
can't read well or fast enough. 

It is possible to handle the practical 
problems of training salesmen despite 
travel and limitations which 
normally prevent successful training. 

Q. What results can be expected 
from training to read better? 

A. In a representative 
salesmen, you can expect an average 
100°, with a 


other 


group oft 


speed increase of ovel 
comprehension gain of 106¢. In a 
group ot more than 1,000. business- 
men, the average rate of reading be 
tore training was 263 words a minute, 
with 73¢¢ comprehension. After train 
ing, they read 571 words a minute 
with $82¢¢ comprehension. Average 
gain in reading was 119) with a 
9¢— increase in comprehension, 
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One man in this group read 660 
words a minute before training—al- 
most three times the average starting 
rate of 263 words—vet he more than 
doubled his rate to 1,470 words a 
minute. 

Q. Why does the average business- 
man read only about 250 words a min 
ute with less than 75 


> 
y 
Ing: 


understand 


A. Today, as in the past 50 years, 
formal reading education is ended in 
most sc hools at the third grade. Thus, 
the average businessman learned to 
read and formed his reading habits 
by the time he was nine or ten. New 
reading methods have developed since 
he left school, and he has had no 


chance to learn then 


intil now. 
He learned to read first by learning 
the alphabet, then he 


letters 


learned how 
formed syllables, then how 
syllables formed words. The only way 
his third grade teacher could check 
his reading ability was to hear hin 
read aloud. Thus, he had to learn a 
word at a time because he could not 
speak more than one word at a time 
‘Today, he reads no better than a sixth 
grade student, 

Q. What does this new 
method involve ? 


reading 


A. Simply learning to read phrase 
by phrase, rather than word by word. 
The eyes must Stop to photograph 
words and transmit them to the brain 
for interpretation, 

In reading this, the eves will be 
stopped 957 of the time. (Watch the 
jerky motion of someone’s eyes while 
' 


he reads. ) By learnins tO see more 


y 
words at each stop, reading becomes 
easier. Regressions (re-reading) are 


reduced, meaning becomes clearei 


more rapidly, and a sense of rhythm 
develops which makes possible longe1 
eading periods with less fatigue. A 
knowledge of 


proper reading prin 


( iples J1IVeS turther help. 


Q. Why should 
protessionally guided ? 
\. Each man will have developed 


his own individual reading habits. For 


improvement be 


example, his vow abulary, speed com 
prehension, concentration, and ability 
will be other 


man’s. These factors must be consid 


ditterent trom. any 


ered in training. Speed without com 
prehension, tor example, is meaning 
less. Professional guidance provides 
Maximum improvement in the shortest 
Follow 


mprovement 


time at low cost and effort. 
ng a scient fic plan tor 
avoids pitfalls and discouragements. 
(). Whi h procedure Is best class 
room or individual ? 
\. Because of differences in initial 
eading abilities lassroom training 


vields Minimum results. Pacing IS 


bound to be too fast for some and 
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too slow tor others with net achieve 
ment mediocre tor the time invested. 
By training each man individually he 
competes only with himself, is not dis- 
couraged by group competition, cannot 
tall behind because there are no classes 
to miss, must not meet a tight sched 
ule tor completions, ete. 

Q. How long does individual train 
ing take? 

\. Normally, only 20> one-hour 
practice periods in home, office, o1 
hotel room if traveling. 

Q. What does each one-hour period 
consist ot? 

A. Practice for 15 minutes with a 
flashmeter (see photo) for develop 


ment of better visual abilities, 30 
minutes of gradual reading accelera 
tion practice with electrical pacing de 
vice (see photo), and 15 minutes ot 


“free reading’ (without the instru 


ments’ help) using a stopwatch to de- 
termine reading speed. During the 
final 15 minutes, as he reads pre 
counted articles and answers questions 
about them, he actually measures his 
improvement tor that lesson. If he im 
proves only 15 words a day, he will be 
able to read 300 words taster attet 
20 hours. 

Q. How is the course managed ? 

\. The initial reading abilities of 
each Man are measured betore he IS 
trained. Vhis can be done in a single 
group session at the home ofhce o1 
branch ofhce, or by mailing the mea 
surements to the man tor seit-admin 
istration. [These measurements, when 
scored, provide a comprehensive guide 
for the 


receives a complete set of portable 


nstructor, The trainee then 


equipment and practice materials in a 
compact carrying case. He mails a selt 


fer Borg-Warner International 


gain of 9% in comprahension 


MEN IN ALL KINDS OF JOBS are drawing dividends out of reading 


training. Here's Student A, C. Van Horne, Jr., regional sales supervisor 


What is the 
Foundation for Better Reading? 


The Foundation for Better Reading sells packaged reading training 
programs to business. A firm may put two dozen or several hundred 
executives through a one-month program. To date, more than 100 
executive groups have been ‘rained by the Foundation staff, including 


the presidents of more than 30 of the largest companies in the U.S 


Results among thousands trained by the Foundation show an average 
increase of ove: 119°, in reading speed with a simultaneous average 
Percentage of improvement by indi- 


viduals ranges from a minimum of 20% to over 500%. 


Before offering its program to industry, the Foundation invested 
considerable time and money in the investigation of training theories 
methods, instruments and materials developed in the research labora- 
tcries of severe! leading universities that did the early pioneering in 
reading training. From this research 
best elements known and proved, and has continued in an attempt 
to make ther practical and effective for the adult reader. The pro 


fessional staff of the Foundation was drawn from leading universities 


Address: Foundation for Better Reading 100 E. Ohio St., Chicago || 


boning up with the "pacer 


the Foundation assembled the 


addressed progress card to his instruct- 
or after each session. ‘The instructor 
guides his progress by mail or by tele- 
phone, based on the initial measure- 
ments and daily reports. 
Q. Why aren't tight 
classroom work-time, etc., 


schedules, 
involved in 
such an important training period ? 

A. Since each course is completely 
tailored to each trainee’s needs, inter 
ests and abilities, the trainee keeps the 
complete set of equipment and mater 
ials in his exclusive possession for as 
nuch time as he needs to complete the 
20 practice hours. 

Q. Must all men in one company 
be trained at one time? 

A, No, Be ause approach IS indi 
vidual, each man can choose his own 
best month for training. 

(). Must company personnel man 
age the program ¢ 


\. No. The Foundation supplies 


both management ana = supervision. 
‘The company need furnish only the 
list of trainees with their monthly 
preferences for training. 

Q. What does the program cost? 

A. Cost depends on the total num- 
ber to be trained. Fees range from 
$100 per trainee, down to $30, de 
pending on the number of men. 

Q. Should the company foot the 
entire cost? 

A. No. Each trainee should pay 
part of the cost. This insures best re 
sults because each man then takes 
training voluntarily. His company 
may refund all or part of the trainee’s 
investment when he has completed 
training; this is additional incentive 
to do a good job. 

Q. Is this the same course offered 
by a few colleges, such as the Illinois 
Institute of Tee hnology ? 


A. No. \lost college courses are 


Sales Manager's Bird Cage 


EMPTY-HEADED EDGAR . 


Ly KK 


. . The Witless Woodpecker 


Hasn't contributed a worth-while idea at the 
weekly sales meeting for the past two months. 
The branch manager soon suspected that this 
half-baked salesman was not helpful to his cus- 


tomers either. 
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aimed at the “remedial,” or below- 
average, reader of college age. ‘These 
courses suffer the limitations of class- 
room teaching. Foundation programs 
are designed for the average or above- 
average businessman or professional 
reader. Most colleges lack practical 
experience in providing flexibility of 
schedules, do not have reading mater- 
ials which are of interest to the mature 
adult, and are limited by budget to 
the use of group training equipment. 
Although cost of these programs is 
sometimes lower, results are propor- 
tionally lower. Often, the value of a 
man’s time is greater than the lesson 
cost. 

Q. How permanent are improved 
reading skills? 

A. Reading is an acquired skill. As 
you continue to practice new. skills, 
you improve. Like swimming, you do 
not forget how. Persons individually 
trained were tested as much as five 
vears after training and were found 
to be reading better, on an average, 
than they read at the end of the train 
ing. 

Q. Can technical and difficult ma 
terials also be read faster? 

A. Yes. With trainnig, you will 
learn to adjust your rate to the diff 
culty of the matter being read. If 
your current rate is 250 words a min 
ute, your technical rate is probably 
only 100 to 150. By improving your 
basic reading rate to SOO words a 
technical rate should 
double proportionately to 200 or 300 


minute, yout 


or more, 
How to Get into It 


Q. What is the best way to launch 
a program ? 

\. All participants should _ first 
learn about the history, methods and 
techn ques used. This eliminates con 
fusion, clears up talse notions such as 
“the slow reader is the careful read 
er,’ and helps to enlist a voluntary 
group. Our experience with hundreds 
of companies has proved that the most 
successful way to launch a reading 
program is to start with a demonstra 
tion of the benefits and the instru 
ments. 

‘The demonstration meeting saves 
time by eliminating explanations of 
the program to each individual, and 
permits the instructor to provide a 
dramatic, organized explanation of the 
theory, procedure and instruments. 
‘The meeting lasts an hour. 

The Foundation — has 
available on how to launch a progran 


literature 


and it is available at no cost for an 
interested company group. There are 
also field representatives available who 
instructive 


provide interesting and 


SALES MANAGEMENT 


HOW YOU CAN AFFORD ALL THIS TOP NAME TALENT 


every day-—all month long! 


% pUCUC Er ouaeret he 


YOU PRESENT... 


YOU PRESENT... 
AL TOM & 
JERRY 


pa 


——— , 
YOU PRESENT... , 
nig s aeeeianciaalill YOU PRESENT... ff You PRESENT... 
OONEYTUNES WH 


MERRIE MELODIES » NEW FUNNIES 


sy 


YOU PRESENT... YOU PRESENT... 


Just a quick picture of the multi-million dollar top With top-rated talent like this, you can understand 
name entertainment you sponsor every month why over 10,000,000 of the above DELL COMICS 
when you advertise in DELL COMICS. titles are sold each month...and how such an 
enormous sale coupled with almost unbelievable 
Many of these top performers are not available for pass-along, swap-along readership gives you un- 
TV. But you get them all as a DELL advertiser in paralleled coverage of 9 out of 10 youngsters 
the largest-selling comic group unit in America. throughout the nation. DELL COMICS means the 
greatest transmittal power in the young people’s 
“| market at a fraction of the cost of many lesser 

Ort Comics penetrating media or programs. 


Animateds Western & Adventure 
WALT DISNEY’S COMICS GENE AUTRY 
LITTLE LULU ROY ROGERS 


TOM & JERRY LONE RANGER 
LOONEY TUNES RED RYDER 
NEW FUNNIES TARZAN 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N. Y. 
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Unusual Care... 


In Milwaukee, the zoo has been able to keep this baby 
leopard alive by getting this mama cat to be its nurse 


for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


>» When a family has to move its treasured possessions hundreds of miles 
away, they deserve “unusual care.”” That means extra protection, extra 
attention to every detail, and that’s where Mayflower Service really shines, 
because extra precautions and refinements are standard practice. Take, 
for example, the packers who prepare break- 
ables for shipment. They pack according to 
approved methods and with approved ma- 
terials developed by Mayflower, which are 
described in detail in the Mayflower Packing 
Manual. That’s the kind of careful prepara- 
tion that makes every phase of Mayflower 
Service safer and easier for your personnel 


transfers. Your local Mayflower represent- 
Mayflower Packing Manual guides all ashen wel > ol. P ; re it fi , 
packers to safe packing of breakables for ative will be glad to arrange it for you. 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


Mayflower's organization of selected warehouse agents provides on-the-spot <a. SES 
representation at the most points in the United States and Canada. Your local * Guarante Y 


Good Housekeeping 
Mayflower agent is listed in the classified section of your telephone directory N20 05 sovrarste OEE 


NATION-WIDE FURNITURE MOVERS 


lectures and demonstrations by ap 
pointment to any group or club in 
any city. 

Q. Who has actually improved his 
reading through the services ot the 
Foundation ? 

The Foundation has trained ex 
ecutives and sales personnel at such 
companies as Armour & Co., Borg- 
Warner Corp., Continental Can Co., 
Cory Corp., Hotpoint Co., McGraw 
Hill Publishing Co., Motorola, Ine., 
Stewart-Warner Corp., Goss Print 
ing Press Co., U. S. Steel (Gary 
Sheet & Vin Mill), Maytag Corp., 
Oscar Mayer & Co., Ray-O-Vac Co., 
etc. 

What have they to say about 

> course ? 

A. Hotpoint, tor instance, retained 
the Foundation to train 70 of its top 
executives to read taster and more 
comprehensively. ‘Vhis training will 
cover a six-month period at the home 
ofhce, with officials from every majo1 
department taking the course. 


Hotpoint Cites Benefits 


This was an outgrowth of the 
course taken by John C. Sharp, Hot 
point president. Here’s what he had 
to sav: 

“Slow and incomprehensive reading 
is creating an enormous waste In in 
dustry today. A great service can be 
done by reducing an executive's read 
ing time and increasing his compre 
hension. ‘This automatically frees him 
from reading chores and allows a re 
direction of efforts and talents to 
more productive lines. 

“By reading faster and more com 
prehensively, an executive can, for the 
first time, get to the ‘meat’ of many 
new ideas in business publications and 
general news material, formerly ove: 
looked because of time limitations.” 

Reading assignments at Hotpoint 
are studied by executives at home. 
kach man is given equipment, data 
and the necessary instruments tor 
taking the home-study course. ‘he 
company is using this training pro 
gram for better reading as a “kick 
off” to an overall executive develop 
ment program. 

Q. What is the future of this bet 
ter-reading program ? 

A. The awareness of industry to the 
needs of training executives and sales 
personnel along the lines of rapid and 
comprehensive reading is indicated by 
the growth of the Foundation. ‘The 
central office is in Chicago, and we 
now have branch offices in Detroit 
Cleveland, ‘Voledo, Cincinnati and 
Milwaukee. When an organization 
fills a need, it can't he/p but grow! 
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EVENING 
IS 
EVEN 


BETTER 


particularly over WIBC, Indiana’s First and Only 50,000 Watt Station 


It sounds like a stopper but it’s true—evening radio time is even better than early 
morning which no one needs to tell you is an excellent value from the standpoint 
of listeners per set, audience turnover and family-type audience. 

‘To be specific .. . take Indianapolis, where a survey* of the three-hour periods 
6:00 to 9:00 P.M. versus 6:00 to 9:00 A.M. Monday through Friday discloses 
these extremely interesting percentages: 

13% higher average ratings on WIBC in the evening. 

13% more sets in use in the evening. 

Giving a still sharper edge to these figures is television’s complete penetration 
into the Indianapolis area! 

This is no isolated case: it’s repeated in city after city coast to coast. Even in 
many mature television markets, evening radio offers a far larger audience than 
early morning, yet the cost per thousand comparison is most attractive. 

Bargain-wise advertisers and agencies should have all the facts with which we 
support our statement that nighttime radio is today’s best buy. 

Call your John Blair man today! 


In Indianapolis, Evening is Even Better 


WIBC Average Ratings 


113% 


13% 
More 


-_ O H N 
113% 
13% 
Mere 


& COMPANY 


6-9 A.M. 6-9 P.M. 


6-9 A.M. 6-9 P.M. 


Comparison WIBC Average Ratings and Sets in Use 6-9 
A.M. vs. 6-9 P.M. Mon.-Fri. 6-9 A.M. equals 100%. 


*Source: January Pulse Indianapolis 


REPRESENTING LEADING 
RADIO STATIONS 


This is one in a continuing series of advertisements based on regular syndicated 


audience measurement reports. To achieve a uniform basis of measurement, the 
stations chosen for this series are all John Blair-represented outlets... all in major 
markets, all in mature television markets. 


NEW YORK + BOSTON «+ CHICAGO 
ST.LOUIS + DETROIT + DALLAS 
SAN FRANCISCO «+ LOS ANGELES 


how to 
owe your 
salesmen 
more 


with 
interested 


prospects 


AUGUST 


The most profitable hours a salesman has are the hours he spends with prospects 
after they have decided that his product may be the one they're looking for, and 
want to know more about it. 


To increase the number of these profitable hours, many industrial marketers are using 
the standard tools of marketing in a way that makes each tool more effective. 


First they make sure they cover every worthwhile prospect with a good catalog. 
They mi ike sure each catalog is ke »pt instantly accessible in the buyer's office so that 
it w ill sure ‘ly be found whe ‘nn nee de d. 


Then these industrial marketers use another marketing tool, advertising, to seek out 
“ready” prospects and direct them to the catalog already anchored in their offices. 
This simple coordination of selling tools and buying tools makes it easier for 

more prospects to reach the point where they are ready to call in your salesman 

and say in effect, “Tell me more.” 


Today, 1,480 manufacturers are using Swee t's facilities to get their catalogs 

anchored at the elbow of their best prospects; step one in the development of 

more golden opportunities for your salesmen. “*The easier you make it for people 
to buy your products, the easier they are to sell!” 


wu FREE: Pocket-size booklet, “How to Improve Marketing Efficiency 
- through Improved Catalog Procedure.” Write Dept. 46, 


pao Sweet's Catalog Service, 119 West 40th Street, New York 18, New York. 


Division of F. W. Dodge Corporation 

Designers, producers and distributors of manufacturers’ catalogs 

for the industrial and construction markets. 

119 WEST 40TH STREET, NEW YORK 18, NEW YORK 

Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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Forums Hubbards Co 
KITCHEN. : a4 
KUPBOARD 


Ginnie Hubbards—Kitchen Kupboard 


IM YOUR DAILY NEWSPAPER. 
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INTERIOR DISPLAYS smach shoppers in the eye, ask them to buy. 


SPAGHETTI 
DINNER | | 


Retailers Run 
This Co-op 
Ad Plan 


A West Coast cooperative, 
United Grocers, gives a 
reverse twist to the old 
split-the-cost team play. 


Whe n retailers get togethei to show 
manutacturers how to do a better job 
of merchandising and advertising in 
their region, and actively help to ¢ 
t-—that’s news. Grocers in northern 
Calitornia and the Reno, Nev., areas, 
who are members ot the voluntary 
cooperative known as United Giro 

Ltd., give manufacturers whos 
s they sell a promot onal se 

‘which appears to be unique in the 

It is something quite different fron 
cooperative advertising, and manutac 
turers who have participated seem to 
be happy with results. 

The grocer-manutacturer promo 
tional collaboration — two forms, 
both of which were originated by the 
retailers, The first a oldest is a 
tabloid, sponsored by 159 stores in 
rural and semi-rural areas, which each 
week advertises the “specials” the gre 
cers will feature. The second is a syn 
dicated column of editorialized adver 
tising of grocery” products, called 
“Bonnie Hubbard’s) Kitchen) Kup 
board,” which appears in 22 newspa 
pers, features products of 14 manu 
facturers on a rotating basis, and 
tied in at point-of-purchase by 
organization's 2,150 stores with a 
strong and aggressive program. 

The tabloid started quietly in 
1948, with distribution to 50,000 
homes in northern California. Now 
entering its fifth successtul year, it 
has a mailing of 289,000 in the ter 
tory trom Chico in the north, to 
Bakersheld in the south 

The four-page publication is called 
“United Family News.” It is put to 
gether at UG headquarters in San 
Francisco, under the editorship of 
Miss Louise Landis. The Tront page 
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Henry P. Cowen, President of MacGregor Golf Co., Cincinnati, Ohio, asks an unusual question 


“Which club is worth $8,0007?”’ 


pen after 


i tom-made 11-iron 
Without that M Gregor 


on he Was tro bl ! 


‘ram. at 


r stalt prot sion 


the ‘proving ground for Ma 


Gregor golf equipment. Keeping these 


famous players supplied as they move 
be 


them quickly 


ror 
om 


irmament to tournament could 


1 tough job. But Air Express reaches 
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my 


out 


( 


wherever they are. 


Yemands of 
TO hops 
on Ait day in and day 
Air Express has never failed us. Yet 
on most of our shipm mts arf 
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cournamecnt 


retailers keep ul 


com 
ind 


| xpress 


wer than other air servi 
money by spe ifyin 


Air Express! 


yourself clearly 


Division of 
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Say Air Expres Railway 
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SAR PRES. 


GETS THERE FIRST 
tia l 


8. Scheduled Airlines 


features news, pictures, and informa- 
tional matter of 
makers. The back page, also heavily 
illustrated, has a cartoon strip, a pat- 
tern column, and food talk and reci- 
pes which tie in with advertising. 
Ihe center spread offers the sponsor- 
ing grocer’s specials. These are in 
(black and a different 
accompanying shade each week). The 
color copy is standard for all of the 
week’s mailing, and features products 
of participating manutacturers. Ad- 
vertising copy in black offers the local 


two colors 


grocer’s individual specials. 

The mechanics of production and 
distribution are simple, despite the 
fact that the grocers’ individual copy 
must come from the tabloid’s 159 
sponsors each week, and speed is 
essential, 

The standard copy, which must be 
carried by the grocer in the copy of 
the tabloid sent out to customers in 


his area, is already set up and printed. 


‘The grocer may alter the prices if 
they do not conform with his own 
schedule. Blank columns and boxes 
are left for his specials to be inserted. 
He returns the proof with his copy, 
and the newspaper is completed. 


Mail-Poster Tieup 


Keach sponsoring grocer previously 
has sent his mailing list to UG head- 
quarters, It is put on metal plates 
and kept up to date. Mailing is to 
residence numbers, not to individuals. 
Printing is completed Monday. It is 
put in the mail Tuesday, 
local post offices Wednesday, and is 
distributed Thursday. 

But that does not end it. Each 


sponsoring grocer receives five colored 


rear hes 


store posters which repeat the stand 
ard portion ot the advertising in the 
tabloid. 
his store and in windows tor point 
All participating 
stores are in non-metropolitan areas. 
That the tabloid does a job for the 


He displays these posters in 


ot-purchase impact. 


vrocers is attested by the large growth 
of distribution. That the manufac 
turers like it is equally evident, since 
an increasing number continue to re 
quire space, 

The tabloid participation ts retaile 
manufacturer cooperative advertising. 
The Bonnie Hubbard program is on 
an entirely different basis. The manu 
tacturer pays a flat fee for each pat 
ticipation. 

Bonnie Hubbard, star of the svndi 
cated column, was born two years 
ago. She is the ideal, but very human 
tvpe of what every young housewife 
would like to be. She is a home maket 
with know-how and an open mind, a 
keen shopper, one who looks tor the 


54 


interest to home 


Based on an interview with 


ROBERT B. JOHNSON 


Advertising Manager 
United Grocers, Ltd. 


best buys, shops in stores which offer 
quality and value... and shares her 
experiences with her neighbors and 
friends through her chatty column, 
which each week features 14 different 
products on which Bonnie has the 
lowdown. 

Bonnie Hubbard was inspired by 
Nancy (“Buy Lines”) and 
Jessie De Both (‘‘Jessie’s Note- 
book’’). Realizing the potential of this 
type ot advertising for the food busi- 
ness, United Grocers created Bonnie 
Hubbard, and put her to work to do 
an advertising and promotional job 
for its 2,150 members, and for the 


Sasse1 


manufacturers whose products it sells. 
Some examples of the column: 
“*The trouble with housekeeping 
is, it’s so daily,’ a friend of mine 
mourned, ‘PT rue—but more and more, 
women are finding short cuts that 
make the ‘daily’ parts less irksome. 
NIAGARA STARCH, for instance. . .” 
“The Greeks had a word for it 
but when I think of 
hostess’ I think of a woman whose 
home reflects her sense of beauty in 
every corner... and it’s no coinc! 
otten 


gracious 


dence that she so chooses 
CHIFFON Tissur...” 

“If you have a canine gourmet in 
the household—a finicky pooch who 
picks at his food, don’t banish him to 
the dog-house [ the approach toa plug 
for Old English dog food |.” 

“Love at first sight—that’s what it 
was when kitty first met PUSS ’N 
BooTs, the food made especially for 
cats... and now it looks like a 
lifelong romance.” 

Products of 14 manufacturers get 
this kind of light-hearted treatment 
each week. 

Where is the column read? UGs’ 
executives chose leading newspapers 
in the northern California-Reno, 
Nev., area, analyzed them, and 
screened out 34 which cover the UG 
area, and represent 93¢ of its mem- 
bership. They placed the column, as 
advertising, in these newspapers, and 
spec ified that if 
women’s (not the food) page. The 
aim was to have women read_ the 
column on their favorite page, then 
turn to the tood page. 

Manufacturers were 


appear on_ the 


invited to 
participate On a one-time or a SiX- 


time basis. One participation cost 
$425; six, $375 each. This entitled 
the manufacturer to 35 agate lines 
of type, editorializing on his product, 
in one of two groups of newspapers 
into which the publications used were 
divided on a rotating schedule. Each 
of these offered the manufacturer 
more than 1,200,000 ABC circula- 
tion. The flat participation rate also in- 
cluded all copy, artwork, typesetting, 
engraving and mat service. The 
manufacturer was required to furnish 
detailed information about the prod- 
uct, including current advertising. 
Response was enthusiastic. Firms 
such as American Home Foods, Inc., 
Westinghouse Corp., Philip Morris 
& Co., Ltd., Inc., General Foods 
Corp., Libby, McNeill & Libby, Geo. 
A. Hormel & Co., Armour & Co., 
Gerber & Co., Inc., Van Camp Sea 
Food Co., Inc.; brands such as 
Mazola, Clorox, IXL, Comfort 
Paper, My-T-Fine, Gebhardt’s, Karo, 
and Ocean Spray, were soon appear- 
ing in Bonnie Hubbard's Kupboard. 
UG has two private brands which 
receive mention on the same basis as 
participating manufacturers. Adver- 
tising is accepted trom any manutac- 
turer whose product is distributed by 
UG membership. Competing items 
are not featured in the same week. 


Local Media Rotate 


The rotating group system is used 
to include the largest number ot 
newspapers and to achieve maximum 
coverage. For example, all four dailies 
n San Francisco are used, but the 
column appears in each once a month 
only. In a small town such as Marys- 
ville, for example, the organization 
may not have enough members to 
justifv weekly scheduling of the col 
umn. In this case it would run every 
other week, or twice monthly. 
advert sing s tied nN 
with point-ot-purchase displays. Each 


colo: ful 


Newspape! 


olumn is” reproduced on 
24” x 36”. The column ap 
pears at the extreme lett. Under the 
head ot “Bonnie Hubbard Features,” 
the remainder of the poster space 
devoted to splash advertising of t 
1+ products discussed in the copy, 
with blank space tor the grocer’s 
price, which is inserted by hand. This 


posters, 


he 


poster goes to the grocer one week 
prior to the appearance ot the column 
n his local newspaper so that he may 
plan his window and store tie-in, and 
see that he is stocked up on featured 
tems. 

The poster is made flexible, for the 
greatest possible usage. Pertorations 
permit separation otf the column, and 
separation of each individual item, 
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PRACTICAL 
BUILDER 


OF, Eres 


Says a Chicago advertiser (name on request): 

“In January PB ran some publicity on our 

new product. We have since ed inquiries from 
this publicity almost every week... the largest 
amount ever received from publicity in any 

trade magazine. You, of course, know we have 
always considered Practical Builder one of 

the leaders in the building field ; and the ads 


we place in PB prove this daily.”’ 


“Success,” once observed the great Disraeli,‘‘is the child 
of audacity.” To make a magazine truly great, you 
need more than cash... you need courage. You must 


not only do... you must dare. Those who have watched 


practical builder grow into the top book in 
its field know why. From the first issue that rolled 


off the press, PB has had guts, stamina, backbone: 
the courage to ‘‘stand up” for the industry it serves. 
Readers have been quick to sense this courage 

and to respect it. And advertisers who know how 

to transfer reader-loyalty from the editorial page to 
the advertising page, have been quick to profit by it. 


They know that when they're in PB, they're in... 


... Of the light 
construction industry 


© N STRIAL PUB ATIONS, IN CAGO 3 


Got 4 moving | 
problem 7 


country 


or across the hall—AMERICAN RED BALL mov- 
'e ing specialists do the job right! Everything's safe — 
ger BA, home or office —and the COST IS LOWER THAN 
—_——_— MOST! Consult yellow pages of your ‘phone direc 
tory for your nearest AMERICAN RED BALL 

agent! FREE PERSONALIZED ESTIMATE! 


Rely on AMERICAN RED BALL 


TRANSIT COMPANY INC 
PIONEER NATION-WIDE MOVERS 


CP 


We publish the newspaper that’s 
read in 3 out of 5 homes 
in Nebraska and Western lowa 


that’s a market of 1/2 million people 
with 2 billion dollars to spend 


Omaha World-Herald 


250,832 daily . . . 258,372 Sunday 


Publishers Statement for March 31, 1953 


O'MARA & ORMSBEE, National Representatives 


delivered 


in 1141 towns 


for the grocer’s own arrangement. 
‘Thus, grocers may use the poster as 
a whole, or any portion of it, and 
may delete items they do not have in 
stock or prefer not to feature that 
week. To facilitate imaginative dis 
play, UG provides members with 
charts which show clever and eve 
catching usage. (See illustration o1 
page 52.) 

Sufficiently in advance of the ap 
pearance of the column, a bulletin is 
sent out from UG headquarters which 
briefs grocer-members on what will 
appear in the Bonnie Hubbard col 
umn. The weekly bulletins permit 
grocers ample time to order stocks 
from local UG warehouses. 

There are two other point-ot-put 
chase pieces. One is a colorful 9” x 
714” decalcomania, which pictures 
the Bonnie Hubbard column head, 
states that “Advertised Items [are 
Featured Here,” and that it appears 
Regularly in) Your Newspape1 
through the Courtesy of This Store.” 
The other is a vivid window st 
which reminds shoppers to read the 


ip 


column “for helpful hints and thrifty 
tips,” and that it is “Brought to You 
through the Courtesy of This Store.” 

Additional merchandising — aids: 
Bonnie Hubbard advertising reprints 
are supplied to all member stores, and 
many member stores have retail ad 
vertising tie-ins. Bonnie Hubbard 
advertisers are featured in “United 
Family News,” the retail publication 
described above. The Bonnie Hub 
bard column to Uy members and to 
consumers is also promoted through 
“United Family News,” direct mail 
handbills, transit advertisements and 
other med a. 


Ad Coverage Is Heavy 


Says Johnson: “Retail tie-ins with 
Bonnie Hubbard through the means 
mentioned are, we believe, a unique 
feature of the Bonnie Hubbard col 
umn and one that has produced some 
outstanding results.” 

UG members are served by 100 
large trucks which move stock from 
central warehouses to retail stores. 
These trucks operate out of SIX 
branches, and = carry large panels 
which also publicize the column, 
poste stvle. 

The grocers estimate that the man 
ufacturer pays 1) cents a store tor 
each editorialized advertisement, plus 
point-of-purchase tie-in. UG mem 
bers, a continuing survey shows, are 
doing an outstand ny job orf promo 
tion, both otf the colun n and ot the 
items featured weekly. It is estimated 
that the program covers one third of 
ill the grocery business in the YU 
northern Calitornia counties. 
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Nlanufacturers are eager to pal 
ticipate in the promotional program. 
The first 14 who joined two vears 
ago are still participating. Approx 
mately 16 additional manufacturers 
joined, bringing the total to about 30. 
Promotion of many of the products 
of these manufacturers is seasonal, 
and they participate on a_ rotating 
schedule, since only 14 can be fea 
tu ed weekly. The latest to jon 5 
Westinghouse, to promote electric 
light bulbs. 

\lanufacturers who have tested re 
sults are pleased. Some manufacturers 
key the copy. Kon example, IXL 
ottered a booklet on cooking Mexican 
tood. The company reports response 

tio ot 3 to | over other media, 


keved, with comparable 


Column Readership Is High 


continuous eade ship SUIVe) 

Consolidated, which 

eps tabs on what women think of 
column, reveals that it has a 22¢ 

eadership, figured on the basis of a 

ulation of 1.200.000. Over 606 

those who read the olun n do so 
egularly, according to irvey” re 

which are available to manu 

rers on request. \ll 14 of the 

‘rtisements in the column. are 

by 14.46% of the circulation. 

The same reports show that many 

stores regularly give merchandising 
support. 

Interested manufacturers and thei 
uivertising agencies are kept informed 
tf these and other pertinent tacts 
relat ng to the program by regulai 
direct) mailings from UG head 
quarters 

This organization is one. oft 11 
voluntary retail food cooperatives on 
the West Coast. All are afhliated 
under the name of Pacific Mercantile 
Co. This in turn is the western divi 
sion of the National Retail Owned 
Gsroceries Association. United Grocers 
is the only retail grocery group, 
known here, to initiate and carry 
through this kind of program of ad 
vertising and merchandising support 
for the products they sell. 

The success of the program, in pal 
ticular of the Bonnie Hubbard plan, 
has encouraged the group to cons det 
teley sion as an advertising medium. 
In the near future (as soon as the 
Sacramento and Fresno areas have 
television stat ons), it is the grocers’ 
ntention to put Bonnie Hubbard and 
her advertising on the television 

Other projected expansions 
Sunday supplement space 
ind the addition of several monthl 


Magazines to the newspaper se hedule. 
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A great 


RESPONSIBILITY 


has been placed in our hands 


hoe nase Before you can sell a market of people 


TN PUBLIC you must have their trust and confidence 
SERVICE TO : biel: 
MEMPHIS AND WMC's privilege of broadcasting, since its in- 


: 992 es . ’ 
pee , ception in 1923, has always been regarded as 


"= a great responsibility to its listeners 


More than thirty years of outstanding public 
service has built for WMC an audience of 
unfailing loyalty . has created a_ prestige 
that is unparalleled for any other station in 
Memphis and the Mid-South 


MEMPHIS 
NBC——5,000 WATTS—790 K.C. 


National representatives, The Branham Company 


WMCE 260 KW Simultaneously Duplicating AM Schedule 


WMCCT First TV Station in Memphis and the Mid-South 
Owned and Operated by The Commercial Appeal 


The Inca... 


The archaeologists find their dead cities. 
‘The prying roots of plants have toppled their 
stately stone temples. Their massive pyramids 
are overgrown mounds. The history of the 
Incas is buried in their ruins, 

The Incas’ economy and culture were 
built on corn.When the land no longer yielded 
corn, the gods were angry. They abandoned 
their cities, moved to new land. And in time, 
succumbed to hunger and the invaders. 

Like most primitive people, and our own 
pioneers, the Incas mined their soil, exhausted 
it by close and continuous cultivation. The era 
of the Incas was determined by the intervals 


between their corn plants! 


A full grown stalk of corn stands eight 
feet tall, bears one or two ears and fifteen 
to twenty leaves, weighs six to erght pounds 
... A 100-bushel crop takes from an acre 
of topsoil about 150 lbs. of nitrogen, 53 lbs. 
of phosphorus and 94 lbs. of potassium... 


| HE TOLL of corn must be replaced, or soil 


loses its fertility. Normally, corn is grown in 
the same field every third year; and legumes 


planted in the two years between corn crops. 


For high yield, the farmer also uses quantities 
of chemical fertilizer. 

In March 1952, SuccessFUL FARMING ran 
an article about a radically new method of 
wide-row corn planting. 

Traditionally, corn is planted in rows forty 
inches apart. Wide-row planting leaves sixty, 
seventy or eighty inches between the rows; or 
wide intervals between two thirty-inch rows. 
Almost twice as many seeds are used as in the 
conventional rows, 

When the stalks are knee high, the spaces 
between rows are planted with legumes, grass, 
clover, small grains—which serve as a cover 
crop after the corn is harvested, conserve the 


soil and reduce erosion. The legumes may 
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and the Interval! 


restore to the soil as much as three-fourths of 


the nitrogen needed for a corn « rop. 

The cover crop can be used as forage, saves 
silage and gives cattle a better balanced winter 
ration; in spring, the cover crop can be plowed 
under, supplies green manure, adds organic 
matter which holds water better. 

The yield runs about 10°, less... but wide 
row planting simultaneously replaces most of 
the soil elements consumed by corn; and makes 
possible a corn crop every year, or every two 
years, from the same field—doubles or triples 
the previous yield! 

In the March article, SuccEssFUL FARMING 
urged its readers to make tests on their own 
acres. Many did so, with satisfactory results. 
As wide-row planting spreads, manufacturers 
will develop the new machinery, and seed 
growers the new varieties required. 

Wide-row corn planting promises to be a 
new milestone in agricultural history, of major 
significance not only to the farmer, but to the 
whole national economy; and is merely anothe 
instance of SUCCESSFUL FARMING'’S service to 


the best farmers in the country. 


lor rirry years, SUCCESSFUL FARMING has 
been serving Heart States farmers and farm 
families... helping them to save work, plan 
better, improve their crops, make money, and 
to get more out of life. 


SF concentrates a million ofits circulation 


among the country’s 2.1 million top farmers 

who have the best soil, largest investments in 

building and equipment, the best brains, best 

techniques, and the best crops. These major 

producers are only 39", of the nation’s farmers 
but get 88°,, of U.S. cash farm income. 

The average farm cash income of the SF 
subscriber is in excess of $10,000—64%, above 
the national farm average. 

The SF farmsubscribers have enjoyed good 
prices and profits for a dozen years; paid off 


mortgages and old debts; have expanded and 


improved their physical plants, and still have 
billions in savings. 

The dozen good years have brought about 
a revolution in farm living. Electrification 
has brought efficient labor saving appliances, 
new comforts and conveniences. The SF farm 
families are building and remodeling homes 
on a huge scale; installing heating systems, 
new bathrooms and model kitchens; buying 
furniture and furnishings. 

SUCCESSFUL FARMING circulation represents 
one of the world’s best class markets—and a 
market not very well covered by the general 
media; and as yet little available to television, 
Every national advertiser needs Successru 
FARMING for its deep penetration and real 
influence—to balance national advertising 
effort, and reach the most of the best farm 


business available today. 


Successful Farming 


service medium to the nation’s best farm families, concentrated in the fifteen agricultural 


Hheart States where farmers mean big business!... Get the facts at any SF office 
a 


Meredith Publishing Company, Des Moines 
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Vew York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles 


eee 


A little spark 
kindles kop alk 


High-Pressure, Second Wind 


By COIN idence | had just finished the Shop lL alk column TO} July 
15 in which | heaved a tew artillery n ssiles at high pressure sales 
men, when a fellow editor placed on my desk a marked copy of the 


June 29 issue of New York’s Daily News. 


On that day the paper's inquiring reportel buttonholed halt a 
lozen New Yorkers with this question: “How 


esist a high-pressure salesman 2?” 


Can a persot best 


Excerpts trom some of the answers: 


* listen politely, but if | don't need his product, ] tell hin 


| mm too busy or ina hurry to get somewhere tor a bus ness appo it 


ment. 


Ll just walk away without answering.’ 


“T just agree with everything he says. I say 


‘ ’ 4 ’ ‘ you ire! He SOON, Gives up.” 
« « . id . 
State TEACHERS 
. ree ’ 
M agazines “Tell him vou've had sales experience and that vou realize how 


tough his job is. Sympathize with him and wish him better luck with 
the next guy.” 


BUSINESS GIFTS Note that inherent in the question itself is the assumption that 


everybody is only too familiar with the high-pressure salesman as a 

THAT WIN FRIENDS! type, and the assumption that an attitude of resistance and distaste 
= is taken for granted. Note that in the answers the kev to each is the 

teeling € r escape. N t a basis is t fol 

MPRINTED teeling of need to e ipe. Ow oe kind of a basis is that to 

* trving to do business? Or tor building more integrity 


nto selling? 


lf we're going io make any real progress in elevating our standards of 
salesmanship (and eliminating this element of sheer pushiness which we 
call high-pressure is a part of that job) we must etch into the minds of 
salesmen the understanding that confidence-tuilding is the first indispensa 
BEAUTIFUL, r - ~ ble step in any sound sales-creating process. We must teach them the 
AND USEFUL, sgl i attitudes and techniques of confidence-building. 
THEY KEEP Y 


YOUR NAME I do not believe management can escape a large share of the blame 
AT THE CENTER tor much of the high-pressure selling that goes on today. Many a 


OF ATTENTION Sr salesman is trying to make a living the hard way in selling simply 
= because nobody has bothered to teach him a sounder method ot 
No. 105 TEMPERATURE AND 
HUMIDITY INDICATOR. Smartly modern in working. He somehow confuses aggressiveness—even belligerency 
with salesmanship. He has never learned to distinguish between the 
ise of force and the use of persuasion. He has never learned to think 


No. 407 OUTDOOR ot a sale as a transaction in which both seller and buyer should 
THERMOMETER benefit. 


Adjustable, easy to 


warm gray plastic case with polished brass base. 


Handsome dial. 5'>" wide 


read. Gray weather 


proof plastic case Flagrant high pressure tactics @Nist i many sales torces because 


s high-pressure-minded itself. Competition will, 1 be 
lieve, eventually take care ot that situation. (ir management ma\ be 


so backward in its thinking that it sees no need tor sales training as 
a part-time, let alone a continuing function, in the conduct of it 


Write far literature ond name of business. So, left to operate by gosh, by blunder and by ear, the sales 
nearest advertising specialty jobber. men tor such a company stumble along as best they can, and if they 


FEE AND STEMWEDEL, INC. tall into high-pressure sins, why blame them any more than the man 
2210 WABANSIA AVE., CHICAGO 47, ILL. 


444 "in diam, Bright management 


red pounter 


agement whic h ce ther knows no better itself, oO! doesn't cares 
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Even in companies where there is a «ales treining routine, management 
may not appreciate the necessity for fitting into that routine any discussion 
of the hazards of high-pressure selling. It seems to me that any sales study 
course would surely be the better for devoting some reasonable part of 
its ettention to close examination of some of the common pitfalls of sales 
manship. Certainly the moves and the attitudes and the language that 
cause prospects tc throw up all their defenses against what they consider 
high-pressure, is one of those pitfalls. 

It’s true that the most flagrant exan ples of high pressure sales tac 
ire to be found in fly-by-night companies, frankly committed to 
y business on an opportunistic basis, with the eve fixed on today’s 
ness and the mind indifferent to tomorrow's prospects. They are 

to be characteristic ot some companies that sell a one-shot 

t, where the salesman never expects to see the same buvei 

It does not matter to him if the buyer is dissatisfied with his 
iase and develops a full-blown grudge toward the company that 
mized him. Such companies have no respected brand name. to 

no good will to lose. They're the lunatic fringe of selling 
their behavior will always be a source of embarrassment. 


it I’ve been living in the sales world long enough to know that 

pressure tactics often creep into the sales forces of companies 
whose names and products have the backing of millions in advertising 
and whose names are very well known ndeed., 


Do vou have trouble with dealers who con pla n that your sales 
men consistently overload them? (Very recently the National Apphi 
ance and Radio ‘| V Dealers Assoc ation found it necessary to write 
into a plattorn a statement condemning some manufacturers for 

unhealthy loading s.”" Do you have to answer too many 
complaints from buyers who are unhappy because the product failed 
live up to the salesman’s hyperbole? Do you have a_ returned 
problen 2 Are vou fail ng to cash a reasonable percentage of 

leads— do many ot them just fizzle out ? 


may find the answer to any of these questions in some error 
sales technique which is essentially a fault associated with h gh 
sure selling 

he enormous resentment fired in the publi mind by the whiz 

kids ts a p iblic relations p oblem for the whole protession, It under 

mines public confidence in salesmansh p and makes selling harder tor 
all ot us. In that sense, it’s everybody's problem. 

Su h i dream world that | bel eve we are going 

the hot rod bovs out of selling any more than the legal protes 

S10! as been able to eliminate shyster lawyers, o1 medicine has been 

able to curb all its qua ks. But I do believe that if legitimate busi 

nesses conscientiously work hard to disassociate themselves from all ot 

henanigans practiced by the high-pressure clan, the public will in 

‘ begin to censor only the offenders instead of spreading its dis 


oss the whole field, as it too often seems to do now. 


will have gathered by now that I'm bitterl opposed to all 
goes to make up high-pressure salesmanship, I think it’s an inane 
to sell be itise the same amount of energy coupled with service 
des and sound sales techn ques can produ eso much more attra 
can make a lot more money for the practitioner, it 
riends, and it can create true work satisfaction. 
admit to some suspicion that sales executives are a bit inclined, under 
higher-up management demands for volume, to overlook prassure tactics 
by some of the men on their own sales forces. | hope I'm wrong. At any 
rate there seems to be a conspiracy of silence on the matter, and I'd like 
to see it broken. Let's drag out this subject in some of our professional 
meetings. One thing sure: We'll never lick a problem if we don't have 
the moral courage to recognize that it exists 


A. R. HAHN 
Managing Editor. 
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Metropolitan NEW YORK 


Although Bayonne is within a stone's throw of 
New York, and is typical in all major market 
data facts Bayonne cannot be sold from the 
outside . Send for the revised 1953 up-to-the 


minute MARKET DATA FOLDER 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


Nationally | = BOGNER & MARTIN 


Biggest Florida 


Increase 
9n Central (Jnland) Florida 
there is one dominant medium 
for half a million people. 
ORLANDO 


SENTINEL-STAR 


It leads all Fla. papers 

in circulation increase, 

ABC ending March 31 
with 12.4 pct. 


ORLANDO SENTINEL-STAR 


Morning - Evening - Sunday 
Orlando, Florida 


Not. Rep. Burke, Kuipers G Mahoney 


"transportation costs 
adding up to headaches? 
me 2\3\4\] 9 
Free yourself of the expense 


-and trouble of maintenance, 
even ey ae A invest- 


ment. @ FL RENTAL is the 
modern business way of enjoy- 
ing uniform new car fleets 

at lowest cost. 

Town Auto Rentals design 
special plans for invididual 
fleet needs. All costs. TAX 
DEDUCTIBLE. m@ Immediate 
delivery of new 1953 autos. 


Write for TOWN folder. 


TOWN AUTO RENTALS, INC. 
401 North Broad Street, Philadelphia 8, Pa. 


ae MArket 7-7936 F 6 
_. Backed by 32 years of auto service 


HIGHEST * 
SUBSCRIBER 
INCOMES 


...1T MEANS TOP POSITIONS 


wi 


FAMILY INCOME AVERAGE - $14,503 


MEDIAN FAMILY INCOME-$9,330 


NOW MORE # 


BY ANY 
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AVERAGE INCOME | MEDIAN INCOME The news magazines have always attracted the 


higher-income readers. And of all the news magazines, 


“U.S. News & World Report” ranks highest in the 


= aad pes family income level of its subscribers. 


ALL U.S. USNaWR | ALLU.S. USNOWR The 1953 average income of “U.S. News & World Report” 
FAMILIES FAMILIES FAMILIES FAMILIES 


families is $14,503. That’s 22°% higher than that of any 
other news magazine, more than three times the average for the nation. 


Phe median income is $9,330. This is 28°% higher than that of any other news 


magazine, more than 2!5 times the median for the nation, 


Almost half of “U.S. News & World Report’s” more than 600,000 families are in the 


$10,000-and-over bracket. The exact figure 1s 45.6°7. 
Two out of three have incomes of $7,500 or over. The exact figure is 62.3%. 
More than five out of six have incomes of $5,000 or over. The exact figure is 84.59%. 


This means that every advertising dollar in “U.S. News & World Report” 


buys 32°) more “$10,000-and-over” families than in any other news magazine, 24° more 


( 


in the “$7.500-and-over” group, 3°) more in the $5,000-and-over” group. 


AND TOP BUYING POWER 


Important incomes reflect important positions. Each week, 

“U.S. News & World Report” brings the essential news and analyses of the news, 
reported nowhere else, that affects the business plans and personal 

living of important people. These are the people who hold the responsible positions 
in business, industry, government and the professions, all across the country. 

They are the important people to have on your side. They are the 


important people to have on your books. 


Class News Magazine 


‘THAN 600,000 net PAID CIRCULATION-A MARKET NOT DUPLICATED 


OTHER NEWS OR MANAGEMENT MAGAZINE 


AUGUST 1, 1953 


MEET JENNY: She got herself a job in 
advertising when Genesee Beer built its 


product identificetion program around her 
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Why Genesee Hired 
A Pretty Career Girl 


“Cenesee” is an old and highly re 
spected Indian name in the state of 
New York. If you get on (Genesee 
Street in Buffalo and stay on it, you 
wind up in Albany. And. back in 
Civil War days, there was a Genesee 
brewery in Rochester. At the turn 
of repeal, a new CGrenesee brewery 
was established, and today Genesee 
beer and ale flows from it. 

The Genesee Brewing Co., Roch 
ester, sells the bulk of its beer and 
ale in New York State, north of the 
metropolitan New York City area. 
There are, in that territory, about 
22,000 retail outlets, almost equally 
divided between off-premise and on 
premise outlets food stores and 
taverns. 

Despite all this, it is easier to say 
“Jenny” than “Genesee.” 

‘Therefore, since repeal, the com 
pany has been trying to make capital 
of “Jenny.” This, on the premise 
that Gienesee’s Jenny should be a 
lady. Young, preferably, and pretty. 
\bove all, a trade character. 

In the intervening vears the com 
pany has spent thousands of dollars 
with artists, industrial designers, and 
others, seeking a proper interpreta 
tion. Jenny was considered in all 
sizes and shapes and in all kinds of 
costumes. She was thought of as an 
ndividual illustration in newspape! 
advertisements; as an illustration in 
a 24-sheet poster; as a character in 
television commercials; and as a char 
acter to appear on bottle labels and 
point-ot-pure hase displays. 

Yet, somehow, Jenny was never 
exactly right. Maybe her position was 
awkward; or she wouldn't fit the var 
1OUS promotional uses for which the 
company wanted to use her. 

Then, four years ago, Genesee de 
veloped a series of cartoon commer 
cials tor TV. One of the cartoons 
showed a waitress and a grocery clerk 
on either side of a bottle of Genesee 
beer. 

“Not bad,” exclaimed James P. 
Duffy, the company’s 
“not bad at all.” 
Viewers began to reter to the com 


advertising 
manager, 


mercial as “The Jenny ad.” 

Duffy promptly hired a_ local 
model, dressed her in a uniform simi 
lar to that of the cartoon character, 
made a special wig to give her the 
same kind of hairdo, and then photo 
graphed her. 


Photographs were subjected to “the 
Duffy could 
find from the company’s advertising 
ugency and from the retail trade. 
Then Duffy took Jenny, in’ photo 
graphic form, to a group of New 
York City artists and asked them to 
paint a portrait of Jenny ‘‘as they 
saw her.” Artist Jack Wittrup’s in 
terpretation was selected, and he was 


most critical opinions” 


commissioned to complete the series. 

(jenesee next developed a series of 
point-of-purchase pieces involving the 
use of Jenny, and with the help of 
promotion lithographers, worked up 
a series of display pieces that included 
items for complete window displays 
to lithographed bottles that dangle 
trom electric light cords. 


See What She's Done 


Now there are mobile displays for 
floor stands in grocery stores, for back 
bars in taverns; signs that hang fron 
the ceiling, signs that are attached to 
refrigerator doors and. back bar mi 
rors; signs that hold single bottles and 
six-pack cartons and signs that are 
placed on top of single bottles for dis 
play. There are beer coasters, drink 
napkins, tray 
liners, menu sheets, menu covers—all 


ing cups, place mats 


built around Jenny. 

Then the company 
‘mother’ cartons to include the trade 
character, and altered carrying packs 
similarly. A lite-size Jenny display for 
sell ng case goods is in operation, 

TV commercials are soon to take 
on a new form, because the company 


changed ts 


has just purchased a song known as 
“NTy Pretty Little Black-Eyved Susie” 
from a music publisher, and changed 
its name to “My Pretty Little Blue 
Keyed Jenny.” 

All of the “Jenny” 
been put into campaign form. 

Currently, 67 men have been hired 
for the merchandising efforts during 
six-week 


material has 


a concentrated program. 
Some of the men are still in college, 
some have just completed merchan 
dising and advertising courses in col 
lege, some have been engaged in othe: 
selling fields and, until hired by Gene 
liberty.” ‘They are 
working with distributor salesmen in 


see, were “at 


the placement and use of the promo 
tional material during the summer. 
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DELTA-C&S | vacation incentive programs 
offer the ideal prizes for 
every type and size of 
company contest 


THE CARIBBEAN 


FROM CHICAGO VIA NEW ORLEANS 
Havana (4 nights) $167 10° 


Jamaica (6 nights) $2894°° 


5 Country, Island-Hopping 
Cruise (15 days).... . $45678* 


*All prices per person, two per room 
plus U.S. tax 


ALIA LINES 


t 982 


a full week, air-fare 
and best hotels 


$14240° 


FROM CHICAGO 


Nassau 
6 nights, all expense 


* 
* os $2960 


FROM CHICAGO 


ynct 
had ” 
port " yous 
9) 6 3” 


G 
— 


= 
0 yi 
ao ve 
cw? 


A complete folio containing samples of free 
bulletin forms, posters, folders, etc. available 
for all types of company contests. 


General Offices: Atianta, Georgia 


Gere oor eer oeoe eee eoeororer=s, 


How to be remembered 
by the people who 


ng’ count... 


‘ 
‘ 


eee eeeoeeo =e 
— oe ee ee 


PLENTY OF PERSUA- 
SION in this kit-ful of 
demonstration tools. Re- 
leased by the Porcelain 
knamel Institute to 
manufacturers and dis- 


° , ' : tributors, the kit fulfills 
Give your prospects -s 


two goals: training the 


+n MONOGRAMs , i retail salesman; show- 


how for the prospect. Go 


bd : ‘ ahead, ove he i de- 
with your name here a % rie ting Raa 


structibility of porcelain 
on 2-color metal plate ote ' . 
cnamel finishes 


uses 
standard 
size staples 


KEEP YOUR 
NAME UP FRONT 
4 ways 


; HIT IT with a wooden mallet 
Strong attention value your ad is sure . . 
and dispel the idea that por- 
to be seen ‘ 
; celain enamel is a fragile 
High readership...your ad is rarely Pe ' an 
out of sight finish. Want more proof... ? 


3. Repetition builds remembrance your 
ad sells all day every day 


4. No competition your message is read 
without distraction 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today 


“4 

WILSON JONES COMPANY . DOODLE with lipstick, pour 
209 S. Jefferson St., Chicago 6, Ill. s on iodine, lemon juice—and 
Please send complete data explaining how 
| can put the MONOGRAM Staplers to 


work on our prospects’ desks, Also give 
me name of my nearest stationer 


whisk it off with a damp 
cloth. You've just demon- 
strated easy  cleanability 
ali non-staining quality of the 
finish. A quick demonstration. 


Company 


Address 


hh ein | 
ceicianaisenindmanett 


" 
z 
Co 


City State 
fn on ne ee eee ee ee ee ee a ae 


Coming eee BURN IT—if you can. 
Lighted match hook leaves 


Purchasing agents answer a 
only a smudge, and you wipe 


key question: "Has there been it away. Your point: Neither 


any noticeable change in the fire nor hot dishes bothers 


quality of industrial salesman- porcelain enamel. If your 
ship?" prospect was once doubtful 

in Sales Management of durability, you just made a 
Aug. 15 | sale. It took three minutes 
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INSIDE THE CASE, the basic sales story 
of Seventeen magazine, and its young 
readers. Statistics have been reduced to 
highly visible form, enabling salesmen to 
show what they would ordinarily present 
verbally ... 


FORTY PAGES of art 
and text do three jobs 
for Seventgen’s sales 
representatives: ] 
explain buying “matu- 
rity’ of teen-age girl, 
2) show commercial 
importance of the 
teen-age market, and 


> 


3) sell Seventeen as 


tn the American bomty 


oa 


an effective means to 
reach the market. the girt under 20 
the daughter stilt ot 


was in sketch stage — 


While presentation 


ne 


salesmen themselves 
were asked to contribute ideas, deletions, refinements By the time salesmen 
received finished tool, they were “enthusiastically pre-sold.”’ Entire presentation 
was later photographed on 35 mm color slides for presentation to large groups 
A splendid example of a visual that sells both the sales force and customers, 
technique is being put into other presentations at Seventcen’s headquarters. Visual 
is composite of ideas from magazine's promotion department, produced by Rapid 
Art Service, 1150 Sixth Ave, New York 36, N.Y 


7. 


(XA 


QUICK SELECTION of proper equipment for a specific service 
is purpose of this calculator, now in the hands of more than 
1,000 B. F. Goodrich belt specialists and distributor salesmen 
By conventional methods, it takes 15 to 20 minutes to deter- 
mine the proper transmission belts for various motor speeds, 
horse power, etc. By using new calculator, salesmen keep ali 
pertinent specification data at finger-tip, can figure beit selec- 
tions withir three minutes—while customer is on the telephone 
Made by Perrygraf Corp., Maywood, ill. 


AUGUST 1, 1953 


Package 


GET SAFETY and SALES 


with LUSTEROID 
Vials and Tubes 


Now you can protect and merchandise 
products that are “too small” for ordinary 
packaging. 

There's a LUSTEROID plastic container 
that’s just right for carrying your small 
items to market. These crystal-clear vials 
and tubes are strong, tough, unbreakable. 
They display your product while protect- 
ing it. And they save money, too. 

No labels to affix, because LUSTEROID 
is printable. You save on handling and 
shipping since LUSTEROID is so light in 
weight. 

You have a wide choice in colors in 
standard diameters from 4" to 14%” and 
in lengths up to 6”. Cork, slip-on and 
screw-cap closures 


Write for samples and 
quotation today. 


~ Container Company, Inc. 


16 West Parker Avenue, Maplewood, N.J. 


CONSUMER ADVERTISING stresses product benefits . 


Lath. if vou havent tried the VEW fitted sheets 


heres what vouire missing ! 


“SANFORIZED- 


. . plays down Sanforized name. 


How and Why Sanforized Pioneered 
The Market for Fitted Sheets 


Cluett-Peabody's Sanforized Division sells only a process. 


But, to rouse manufacturer-interest in a new idea, it had 
to start at consumer and dealer levels. Today fitted sheets 
are "'in'' and Sanforized is cashing in on its spade work. 


Fitted sheets are now a volume 
item in domestics. Sales are up—no 
one knows just how high. Last sum 
mer one spot survey disclosed that in 
some sections of the country three out 
of four sheets sold were fitted. ‘Theit 
with corners cut to fit 
smoothly over the mattress without 
tucking, they are not subject. to 
wrinkling and creasing, which makes 
them cool to sleep on — particularly 
popular, therefore, in warm weather. 
And they reduce the drudgery of bed 
making. 

This first new development in 
sheets should have been welcomed 
by sheet manufacturers. But it was 
not. The industry consists mainly ot 
well-established firms, most of them 
large, but reluctant to experiment 
with new product features. More 


sales assets: 
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ver, the idea was presented to them 
it a time when their big problem was 
that of producing enough merchan 
lise to fill postwar demand. 

Credit for the fact that fitted 
sheets are now widely available goes 
o a company that makes neither 
loth nor sheets. That firm, the San 
forized Division of Cluett, Peabody 
& Co., licenses qualified fabric manu- 
facturers to use the Sanforized trade 
nark, which assures that fabric so 
abeled will not shrink. The Division 
1as promoted this sheet because it is 
nterested in Sanforized yardage, and 
i fitted sheet has to be shrink-resist 
inf. 

Fitted sheets were marketed by Pa 

fic Mills for a short time before 
World War Il 


stopped the I 


demands 
| xecu 


detense 
manutacture. 


tives of the Sanforized Division de 
cided about that time to develop 
their own version of a fitted sheet. 
Their principal objectives: to elimi 
nate gussets, which led to tailoring 
difficulties; to produce a sheet that 
would be easy to put on and take off 
the mattress, but flexible enough to 
adjust to new and worn (stretched) 
mattress sizes. (Since the end of 
World War II mattress sizes have 
been largely standardized, but the 
lack of standardization at the time 
Sanforized began its experiments fur 
ther complicated the problem. ) 

After considerable trial and effort, 
Sanforized came up with a fitted 
sheet which seemed satisfactory. The 
next step was consumer testing ; a 
quantity of the sheets was made up 
for this purpose. A survey followed, 
conducted by Dr. George H. Gallup, 
then Director of Research for Young 
& Rubicam, Inc., the firm’s adve1 
tising agency. 

In the summer of 1944, sheets 
were tested in 368 homes during a 5 
week period. Purpose of the study 
was to learn what women liked and 
disliked about the sheets. Here are 
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Lach if vou havent tried the VEW fitted sheets 


hers whal voure misving! 


RETAIL FOLLOW-THROUGH: Using a reproduction of the magazine advertise 
ment shown on the facing page, Sanfcrized translates its ¢opy into words retail 
salespeople can use at the point-of-purchase. This piece is part of a promotional 
folder furnished to dealers. 
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WOMEN COMPLAINED about folding trouble in the first consumer test. So 
Sanforized worked out a practical method, explained it in a consumer folder 
called "A Quick Way to Fold and Iron a Fitted Sheet." Six steps necessary are 
clearly illustrated. 


some points th eC] ( ‘d sand but only 20 (1166) of these com 
highlights of the st: al results: plained about difhculties in handling 
the sheets. Only 11 (6°07) charged 

Laundering: 68° laundered the more to launder them. 


sheets at home: 227 sent them out: women who laundered the 


10°) did both. Of those who used ‘ets at home, 247 said they had 


commercial laundries, 44° said the 10 d iltv in folding them; 76% 


l; 
sheets looked as well better than id v had diff ulty, and told why. 
convent onal sheets; 5 said they ' se findings helped Santor zed to 
did not look as well. mime al k it a solution to the fold ny 
laundries were used women 
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35% had no difficulty in ironing; 
606 had difficulty (and told why) ; 
5 did not iron the sheets ; 89° had 
no difhceulty in washing and drying; 
11¢@ had some difficulty (and. told 
why). 


Comfort: 980% preferred the new 
type; 20% preferred conventional 
sheets. 


Appearance: 97° preterred the 
new type; 366 preferred conventional 
sheets. 


Foot Comfort: 88°% preferred the 
fitted sheet. 


Bed-Making: 93° preferred the 
fitted sheet. Reasons included time 
saving, avoidance of necessity to go 
back and forth from one side of bed 
to the other, no troublesome corners 
to replace, etc. 

Price differential: To be able to 
discount answers from women who 
wanted to be polite, in return for re 
ceiving the sheets free, the question 
ers asked if the women would pay 

Se extra for such sheets; 860% said 
ves. 

In addition to revealing objections 
which would have to be overcome be 
fore the sheet could be marketed suc 
cessfully, and good points to be fea 
tured in selling, the survey evoked 
unsolicited comments useful to San 
forized. Tt was encouraging to be 
asked, “Where (or when) can I buy 
these sheets?” : to be reminded that 
wrinkles stretch out when the sheet is 
put on the bed; that stacking is easy 
if corners are folded to the middle; 
that ironing becomes easier with prac 
tice; that laundering is simpler be 
cause there is less fabric to handle 
than with conventional sheets. 

To discover how the sheet would 
stand up through laundering, ironing 
ind stretching, two sets of sheets 
were tested at Good Housekeeping 
Institute. One set was laundered and 
ironed 50 times. The other set was 
laundered and ironed 50 times, and 
put in place over a mattress after 
each ironing. None of the sheets 
showed any visible sign of wear or 
tear. 

At the same time, there was de 
vised a method of folding and ironing 
the sheets which is now advocated in 
merchandising them. It actually re 
quires less time than ironing and 
tolding conventional sheets 4 min 


ute 


s, 10 seconds, as compared with 4 
minutes, 30 seconds for the conven 
tional type. Ironing, of course, is 
optional. Many women are satisfied 
with the smooth effect produced by 
itting the sheet over the mattress. 
When Sanforized began to experi 
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ment with the fitted sheet idea, 70 
ot the sheets produced were tor dou 
ble beds, and 30% 


bed size. 


for twin or single 
respectively, 81 
At that time 
machines used to 
shrink the fabrics licensed to bear the 
Santorized trademark handled mate 
rial no wider than 60 to 80 inches. 

The problem ot shrinking double 
bed sheets was not so great as it ap 
peared, since the 72-inch size, for 
merly used for twin beds, is the right 
size for the fitted sheet for 
many double beds. This meant that 
the 30% production formerly in the 
72-inch size for twin beds could be 
adapted immediately to conversion to 
fitted sheets for double beds. 


measuring, 
and 72 inches in width. 
the compressing 


bottom 


Production Problems, Too 


The top double-bed sheet must, of 
course, be large) loom, 
since the upper portion must be tuck 
ed under the mattress. Sanford 
Cluett, the of the compres 
sive shrinking machine, adapted it to 
the handling of the wider material, 
and Sanforized authorized the manu 
facture of a machine for this purpose. 
(The latest development in this field 
120-inch-wide 
chine, for extra-wide 
installed by J. P. 
n the 
Stevens is now producing 
sold Mohawk, 
Hope brands. ) 

\s World War | drew 
Sanforized made plans for presenting 
the fitted sheet to the textile 
try. A bed was set up in the firm’s 


New York headquarters. A_ fitted 


sheet was put on the mattress. lo 


made on a 


inventor 


IS a compressive ma 
cotton fabrics, 
Stevens & Co., Inc.., 
S.C., plant. 
fitted sheets 
Utica and 


firm’s Clemson, 
under the 
to a ¢ lose. 


indus 


help manufacturers to visualize meth 
marketing the product, the 
labels of leaders in the field were re 
designed to carry not only their com 
pany names, but the term ‘“‘No-Tuck”’ 
to describe the sheet, and the word 
“Sanforized.””. Then the sheet manu 
facturers were invited in, one by one, 
to see the fitted sheet. A flip-flop 
chart showed graphically the results 
of the Gallup consumer survey, 
ple advertisements (prepared by 
Young & Rubicam), and the way 
their labels would look if they went 
along with the plan. By this time, 
the war was over, and the manufac- 
turers, though interested, were non- 
committal. There was that big back- 
log of orders to be filled. The idea 
of so revolutionary a change had no 
appeal. 
Sanforized 
to invite the 
partment 
mail order 
proved sheet. 
thusiastic. 


ods of 


Saln- 


executives then began 
domestics buyers of de 
store groups, chains and 
houses, to see the im 
Their response was en 
They realized the promo 
tional potentialities of the product. 
They wanted it—as soon as possible. 
(In retrospect, Sanforized’s manage- 
ment realizes that the merchandise 
that era may have in- 
fluenced them, and that some enthu 
siasm may have grown out of the 
to obtain the promise of any 
sheets whatever. ) 
(jradually, as conditions 
normally competitive, sheet manufac 
accepted the idea of fitted 
and experimented with their 
production, usually starting with a 
crib sheet, which presents no manu 
problems. Pacific Mills 
brought out a Crib-Fast”’ 
sheet in 1947, later began to make 
full-size sheets also under its trade 


“Contour.” Marshall Field 


shortage of 


desire 
bec ame 
turers 


sheets, 


facturing 
“Contour 


hame, 


so. DAK. 
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The Sioux City Journal 
JOURNAL. TRIBUNE 


National Rep.-Jann & Kelley, inc 


DOLLARS 


Where they 


COUNT! 


High income from manufacturing, food 
processing and diversified farming rate 
Sioux City and the 49 county Sioux City 
retail area ONE OF THE RICHEST 
MARKETS IN THE WORLD! Sell this 
great market potential with the domi- 
nating circulation of the Sioux City 
newspapers. 


and Pepperell, also pioneers, entered 
the field. By 1952, nearly all leading 
firms in the industry were making 
bottom sheets, and a few were mak- 
ing top sheets. Today, Pacific Mills, 
a big factor in the field, concentrates 
all sheet advertising on 
models. 

Month-by-month sales of _ fitted 
sheets have forged ahead in the wake 
of the 
paign 


contoul 


aggressive promotional cam 
Sanforized has been conduct 
ing. Drawing on the information ob 
tained through the Gallup survey, the 
company has been educating 
and retailers. 

A portfolio on “How Promote 
Fitted Sheets” was prepared and dis 
tributed to buyers of domestics in 
stores. It contains sketches for news 
paper advertising, suggested radio 
commercials, display sketches (for 
counter, floor and window displays), 
and—for retail training—a card with 
suggested comments for salespeople 
to make to Sample sen 
tences: “See how smoothly this sheet 
Just 
corners over the cor 
ners of your mattress A child 
can do it.” “A fitted sheet never 
gets that slept-on look.” “NTuch 
cooler to sleep on. A fitted sheet can’t 
rumple, wrinkle or bunch up.” One 
sentence, of course, explains the fact 
that fitted sheets keep their fit despite 
laundering: ‘“They’re ‘Sanforized’ 


labeled,” 


con- 
summers 


customers. 


fits.” . .. “So easy 
slip the fitted 


to put on. 


"How-to" Booklet on Ironing 


In the firm’s educational activities, 
there has heen emphasis on demon 
strating to retailers and consumers 
the proper method of folding fitted 
Though ironing is optional, it 
in promotional literature, 
such as the widely distributed pocket 
size folder, “A Quick Way to Fold 
and Iron a Fitted Sheet.” This book 
let illustrates the six steps of the rec 
(See illustra 


system has 


sheets. 


is covel ed 


ommended procedure. 
tion 69). The 
been widely publicized, editorially, in 
textile and women’s consume! 
zines. Pepperell’s company magazine 
has shown it. 


page also 


maga 


Several sheet manutac 


turers are reproducing it on cards 
in packages of sheets. 

To keep buyers alerted to the pro 
fitted 


Division has 


enclosed 


possibilities: of the 
Santorized 


motional 

sheet, the 
conducted a campaign in  merchan 
dising papers. Addressed to domestics 
buyers, it has stressed potential prof- 
its. There is a reference to the neces 
sity for permanent fit for these sheets 
Last au- 
advertising cam- 
with illus- 


(a plug for Santorized). 


tumn, a consumer 


paign was inaugurated, 
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PAPER PROFITS. a 


* 


New St. Regis Kraft pulp paper 
and board mill at Jacksonville. JACKSONVILLE 


One of the mightiest industries in the mighty market of 
Jacksonville PLUS is the paper and pulp industry—with a 
product valued in the mills at a mighty $65 million 
And the industry is growing! In March of this year the 
new St. Regis Kraft pulp paper and board mill at Jacksonville 
was dedicated. One of the largest paper companies 
in the country, St. Regis’ Jacksonville plant has 400 employees 
with an annual payroll of more than $2 million 
Here's where your sales message goes home! Growing, too, is the market of Jacksonville PLUS 
You'll find a growing number of these fluores 
cont TIMES GHD haxec in the comnt of 26 North Florida counties where one-third of all Floridians 
Jacksonville PLUS live, who make one-third of its retail sales 


The FLORIDA TIMES-UNION dominates this rich 
Schedule the Times-Union area... with 83% family coverage in Duval County (Jacksonville), 


and Find Real Profits above 50% in 3 counties, and 20% in 26 counties 
eee 


Che Florida Cimes-Union 


JACKSONVILLE, FLORIDA 
Represented Nationally by REYNOLDS FITZGERALD, In 


Ojfices in: New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlanta 
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business 
is 
specialized 


and nothing specializes on your business like your business paper 


This canny young fishmonger picks his customers for a 
sure sale. He specializes. Just as you do, in your business... 
and in your business reading. This business paper of yours 
specializes on facts that touch your profits, affect your prod- 
ucts, solve your problems. It gives you a crew of specialists to 
round up news, analyse new techniques, dig up data on what- 
works-and-how ...with a single-minded concentration on 
your particular field. Read it regularly .. . cover to cover... 
editorial and ad pages . . . for news, ideas, and where-to-buy- 
what. It does a job for you that nothing else does! 


This business paper in your hand has a plus for you, 
because it’s a member of the Associated Business Publications 
It’s a paid circulation paper that must earn its readership by 
its quality. And it’s one of a leadership group of business 
papers that work together to add new values, new usefulness, 
new ways to make the time you give to your business paper 
still more profitable time. 


NEXT ISSUE you'll be reading about... 


How to Think and Act 
Like an Executive 


Executive Operations Technique is the name for 
management training at Williamson-Dickie. It helps to 
put an “old head" on a junior manager much faster 
than before, and to make “old heads’ more con- 
sistently successful operators. 


in Sales Management 
August 15 


« 
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One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


"There probably isn't a busi- 
ness in America that hasn't 
one or more practices that 
irritate the public and are 
not really essential to the 
business. All our practices 
need constant examination 
and appraisal by one whose 
first precept is that every 
company action must pro- 
mote good will and not bad 
feeling.” 


Keith S$. McHugh, 
Pres., N. Y. Tel. Co. to 


American Management Assn. 


trated copy in three publications not 
on the Sanforized media list: House 
Beautiful, The New Yorker, and the 
Sunday Magazine Section of The 
New York Times. 

In addition to Pacific Mills, Pep 
perell and Marshall Field, othe: 
manufacturers who produce fitted 
sheets include: Joshua L. Baily Co.; 
Sates Fabrics, Inc.; Bibb Mfg. Co.; 
Wamsutta Mills; George Wood & 
Sons, and Chicopee Mills (crib sheet 
spec ialists). 

It is still too early to foretell the 
precise percentage of sheets in ven 
eral use which will be fitted, but it 
will be large. 

It would be still large were it not 
for the custom, followed by many 
women, of rotating the top and bot- 
tom sheets, that is, using a sheet first 
is a cover then as the bottom sheet 
before sending it to the laundry. Un 
doubtedly some of the 500% of U.S. 
housewives who have this habit can 
be persuaded to give it up. Since 
there is considerably less vardage in 
a bottom fitted sheet than in the con- 
ventional variety, women who do 
their own laundry work may be pet 
suaded to change their habits - be- 
cause of the greater ease of handling 
the lighter weight. 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, (ACMA territory analysis 


By ising only thos ards conforming to your It is only necessary to determine what factors 


t 


part ilar sales territories, you can conveniently (or combination of factors) published in the 
apply the SALES MANAGEMENT Survey of Survey would reflect consumer demand for yout 
Buying Power to your own market areas. product. If you have any questions on this point, 
Through c, ARKET STATISTICS, INC., the you may without obligation consult with the staff 
IBM. Service Bureau will prepare these analyses of MARKET STATISTICS, INC. for complete 
for you eachie. Or if you have an installation details. 

of IBM equipment, you can prepare them auto For further information on how to use the Sur 
matically right in your own office. very of Buying Power on IBM cards, write or 
More than 100 leading manufacturers and dis phone Dr, Jay M. Go@ld, MARKET STATIS 
tributors have adopted this new approach to TICS, INC., 432 Fourth Avenue, New York 16, 
setting scientific sales quotas. N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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Product and Materials Decisions 
Now Part of Sales Manager's Job 


In a survey to be released next 
week, the publishers of Business 
Week point out that while the pri 
mary responsibility of a sales execu 
tive, quite obviously, is to plan and 
supervise his company’s sales opera 
tion, he is a member of the manage 
ment team, and as such is exercising 
an ever-louder voice in decisions con 
cerning the products or materials to 
be incorporated in the items manu 
tactured by his company. 

The survey was made among com 
panies representing a broad range of 
produc ts, including automotive equip 


ment, chemicals, food products, fur 
niture, industrial equipment and ma 
terials, machinery, office 
packaging petroleum 


textiles ...in 10 


equipment, 
products and 
Majo 


Boston to Los An 


centers 
stret hing trom 
geles. 

7+ out of 75 sales executive said 
they participate in decisions concern 
ng products or materials to be in 
orporated in items manufactured by 
thei Companies and 
64 out of 75 


wy regularly discuss ol 


sales executives said 


} 
t suggest par 
Tie ular Manufacturers or suppl ers of 
products or materials 


G-E's Product Planning 


In SMI for June | page 21 i 
trend ilong that line Was s ngled out 
Clarence H. Linder, 
vice-president and general manager. 
Major Appliance Division, General 
Electric Co., was quoted on why that 
great company makes planning of the 
product primarily a Nlarketing re 
sponsibility : 

“We widened the 
Marketing responsibility and autho: 
t\ For example, Product Planning 

that most critical of operations—is 
now primarily a Marketing responsi 
bilitv. In moving Product 
nto the Marketing 
knew we were, in ; 
tradition As a rule, such activities 
are primarily in the domain of the 
engineers. We all know of 
nstances where brilliantly et 
gineered products did not adequately 
reflect the need at the market place. 

‘Our Product Planning takes a 
new approach, The first step is to 


tor comment, 


have scope oft 


Planning 
province, we 


sense, dety Ing 


ce sign 


many 


find out what the consumer wants in 


features, service, appearance, and 


74 


price. Then we decide what we will 
be satisfied with in the way of qual- 
ity, improved technology, standardiza 
tion between models, and sales vol 
ume. If the planning has been good, 
the line will sell. With this approach, 
we do not set ourselves up as arbiters 
ot publi taste and preterence. 

“In addition to its Product Plan 
Marketing is 


finge1 on the 


responsibilities 
keep a 
pulse of the market and relate pro 
duction with retail sales, to provide 


ning 
organized to 


an advertising program, to provide 


merchandising plans, to provide pro 


motions, to appraise constantly dis 
tribution structure and pertormance, 
and to act as a channel of commun 


cations with distribution.” 
Buyer in the Driver's Seat 


Probably it a/zcays made sense that 


the sales executive should participate 
regarding the make up 
tems he is to sell. Certainly it 


“hard 


n all decisions 
ort the 
makes even more sense in a 
sell” period. 

In nearly every industry the buyer 
now is in the driver's seat and can be 
what he 


tough and demanding in 


wants in feature, service, appearance 
and price, The sales department sin 
the best position to f nd out what the 
public ( 


Orpo ite indiy dual con 


| 
sume t makes no cifterence) wants 


or, in other words, what will se 
But tor 


decade of “yi as\ 


through the 

Sell” —it was prob 

ably the ex eption rather 

rule that the sales executive had a 
} 


strong voice in de ding on products 


a long time 


than the 


and materials In most Cases he 


counted himself lucky to have some 
thing to sell. 

The Week 
cates a sharp movement ot the pen 
apparently, that 
s unusual who doesnt 


Business survey. ind 
dulum and now 
sales exec utive 
decisions as a pi 


accept product 


lege, a duty and a respons bility. 


Comments made by respondents 


point out a dozen reasons why the 
sales executive should have a voice in 
deciding on the products to be made 
the materials from which they are to 
be made, and the 
whom the materials are to be secured. 


suppliers from 


|. Customer Reactions 


“Inasmuch as the sales organiza 


n the best position to dete 
reaction, Management 


tion is 
mine customer 
SCI ously considers all suggestions on 
price, quality and improvement of the 
product from the Sales Manager. He 
is also consulted on the addition of 
new models, elimination or changes 


in old ones, appropriation tor adver- 
tising and sales promotion, produc- 
tion schedules in relation to sales and 
potential sales, minimum of sales re- 
quired in relation to plant production 
and fixed other 


problems 


overhead and any 
necessary to co-ordinate 
smoothly sales and production.” 
General Sales Ma 
Manufacturer of Truck Bodies 
2. Sales Trends Determine Produc- 
tion 


‘Il am called on to participate in all 
discussions and decisions regarding 


changes n oul 


manutacturing opera 
with the 
president and many with the 
Board of Directors. 1 am supposed 


to outline the futur trend of our 


tions. Such discussions are 


times 


vailes SO that our hroduction can be 


arranged according }. / may suggest 


the purchase of materials from cer 

tain suppiters, 

might be to our advantage. 
Sales \lanagei 


Indust: al Materials 
Nan ifacturel 


explaining why tt 


3. It's a Committee Job 


“Decisions concerning the products 
or materials to be in oOrpo ated in the 
tems manutactured 


yy Our company 


} 
are normally reterred i committee 
which represents neral Manage 
ment. Engineering and Factory Pro 
and Sales. A 


sa sales execu 
company | 


duct on 
tive of my participate in 
these disc ussIOnNSs. 

“Naturally the Sales Department 
makes recommendations trom time to 
packaging, 


ts which might 


concerning fin shes, 

des vn or new produ 

be manufactured by our company.” 
Vice-President and 
General Sales Managei 
Industrial Equipment 


Manuta turers 


4. Keep Abreast of Competition 


“The sales department is interested 
in the quality and quantities of raw 
nto the plant, not 

standard but to 


materials coming 
only to maintain 
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the 


PLAIN DEALER 


MONEY 


lows ! 


71% of the Plain Dealer's daily circulation in 


Greater Cleveland reaches families that account for 
73.9% of the city’s retail sales. In addition to 
blanketing Cleveland's effective buyers, 

the Plain Dealer advertiser gets a valuable bonus— 


dominant coverage of the rich 26-county adjacent 


teas area that constitutes the Plain Dealer's famous 


2-in-1 market... both for one low cost. 
—— 
(Cleveland) 26 Adjacent 
Cuyahoga Cy County Area * 


Total Retail Sales . . $1,803,864,000 $1,466,720,000 
Pood’ Seles... . > 487,941,000 376,096,000 
Gen. Merchandise Sales 265,797,000 115,023,000 
Drug Sales — 58,480,000 35,890,000 
Furn., Hsld.,Radio Sales 93,912,000 68,849,000 
Eff. Buying Income . 2,840,383,000 2,269,476,000 


* Akron, Canton, Youngstown not included. 
Figures —Sales Management Survey, May, 1953 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
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keep abreast of competition. 

“Tt may seem Strange that the sales 
department enters into so many 
phases of producing an item, but we 
have even gone so far as to work with 
production in suggesting methods of 
cutting down the cost of production. 
We have even gone on the outside 
and secured cartons and worked with 
our industrial engineers in developing 
lower-cost packages and lower cost of 
packing. We have ascertained what 
competition is paying for certain raw 
materials and found, in 
stances, that our 


some in 
purchasing proce 
dures were lacking in that our costs 
were out of ] ne and, 


as a result, have 
been able to save 


n over-all costs.” 
Sales Manager 


Packaging Manufacturet 


5. Sales Department Gets User 
Demand 


“The Sales Department most defi 
nitely participates in decisions con 
cerning the materials to be Incorpo 
rated in the manufacture of out 
This is important, 
users On occasion specify grades of 
material which they require, and usu 


products. since 


ually these specifications are received 
through the Sales Department. Also, 
salespeople are interested in any pro 
posed changes to specifications, since 
they are in the best position to know 
customer reaction to any such ¢ hanges. 
Recommendations and discussions are 
held with Manufacturing and Re 
search Department representatives.” 
Sales Managet 


Packaging Manufacturer 


6. To Further Reciprocity 


“Suggestions concerning sources 
for purchasing of various materials 
and products are otten passed on to 
our Purchasing Department so as to 
aid them in locating possible sources 
and, on occasion, to further the inte: 
ests of reciprocity. 

“One example wherein Sales spe 
cified the purchase of outside products 
happened a short while ago when 
Sales. dictated to Purchasing the 
source of the base material, inasmuch 
as the vendor of that material was a 
totally owned subsidiary of the com 
pany that Sales had just sold. An 
other example arose when Sales, on 
examination of our own estimated 
cost of manufacturing, required that 
a supplementary item be’ purchased 
from an outside source rather than to 
attempt to manutacture same our- 
selves.” 

Sales Manage 
Industrial Equipment Manu- 
facture! 


7. Salesmen 
Supply 


“New products or variations on old 
products to be manufactured are de- 
cided on through joint meetings be- 
tween myself and the president of out 
company. The need for these prod- 
ucts is usually initiated through the 
Sales Department and the men in the 
field. 

“Our organization finds the Sales 
Department quite often in the posi- 
tion of recommending to Purchasing 


Locate Sources of 


more advantageous sources of supply 
for particular products or materials. 
On contract purchases, being a mem- 
ber of the Board of Directors, I 
naturally have a voice in this type of 
purchase.” 

Vice-President, Sales 

Industrial Equipment Manu 

facturet 


8. Package Decisions Are Vital 


“T believe that all Sales Managers 
participate a great deal in suggesting 
improvements in the product line. 

“The packaging, of course, is of 
vital interest to us.” 

General Sales Manager 
Manufacturer of 
Equipment 

“It has been the policy of our com- 
pany to have the Sales Department 
consult with the Manufacturing De- 
partment on any new items or new 
styles of packages which we intend to 
place on the market. In a number of 
cases the opinions of the Sales De- 
partment have quite a bit of influence 
as to whether a package should be put 
on the market or not.” 

Sales Manage 
Food Products Manufacture 


Automotive 


9. New Product Suggestions 


“T usually participate in all deci 
sions concerning products or mate- 
rials to be incorporated in the items 
manufactured by our company. These 
discussions are first with the Produc 
tion Department, and later on, in 
some instances, with the Executive 
Department. 

“At times I have suggested par- 
ticular manufacturers or suppliers of 
products or raw materials. 

“At times we develop new prod 
ucts, and usually these suggestions 
come trem the Sales Department to 
the Production Department. We 
give them a basic idea as to the differ- 
ent products that we would like in- 
corporated in the finished goods or 
we tell them just what kind of prod- 
uct we are trying to produce and they 
search for the necessary materials.” 


Sales Manager 
Food Products Manufacturer 


10. Suggest Manufacturers and 


Suppliers 


“T have participated in decisions 
concerning products and materials in- 
corporated in items manufactured by 
my company. 
with all 


groups. 


Discussions were held 
interested individuals and 


“T have discussed and suggested 
particular 
pliers. 


manufacturers and = sup- 
My suggestions have always 
been well received and, with no ex- 
ception, have been followed, 
“Examples of the above may be 
cited as follows: advertising agencies ; 
modification and design; general ap- 
pearance of equipment; models to be 
constructed.” 
Sales Manager 
Machinery Manufacturer 


11. Final Appearance Important 


product lines 
from the standpoint of packaging and 


“Improvements in 


design are to us an important phase 
of Sales Department responsibility. 
Because of the importance of this 
phase, we participate to a large de- 
gree with our sources of supply in 
regard to final appearance of prod- 
ucts, particularly on such products 
where eve appeal in our opinion has 
sales value. Packaging and design 
are continually discussed with sources 
and considered a very important phase 
of Sales Department operation.” 

Sales Manager 

Machinery Manufacturer 


12. It ls A "Must" 


“As Sales Manager of the com- 
pany, I participate in all decisions 
concerning new products and new 
materials. The Sales Department 
works very closely with the Purchas- 
ing Department in an effort to get 
new materials, new fabrics and new 
items. 

“Naturally, the Sales Department 
also suggests certain manutacturers 
whom we prefer to do business with. 
The Purchasing Department has the 
over-all say in the matter, but our 
recommendation is taken into con- 
sideration in many cases. 

“In the products that we manu- 
facture, as is the case with many 
other companies, new materials, new 
designs, and ability to keep produc- 
tion promises are so important that it 
is a must that our Sales Department 
and I keep in constant touch with 
all of these matters.” 

Sales Manager 
Packaging Manufacturer 
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Retailers and General Advertisers long ago puffed on the same pipe of plenty, 
and a heady mixture it must have been! For they continue—after 45 
consecutive years—to place more space in the Times-Star than in either of 
the other two Cincinnati daily newspapers. The exact figures for the first six 
months of this year show 189,633 more lines of Retail than the next 


paper, 156,909 more lines of General Display than the next paper. 


This strikes us as conclusive evidence that General Advertisers in search of 
wampum do best where retailers profit most. And as we have said so often, 


in Cincinnati it’s the Times-Star. 


eter 


° e e ° . 9 es 
in cincinnati... its the times-star+¢ 


NEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 NW. La Salle St 
WEST COAST: John E. Lutz Co., 435 WN. Michigan Ave., Chicago 11 
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always another man’s p 


1, “TAKE OFF YOUR HAT, step back, smile: Saladmaster's 


ass't. sm, Matthew Brennan 


demonstrates prospecting . 


2. “IT CUTS one gallon of French fries in a minute:" 


Saladmaster 


teaches distributors how to work the mechine in the home. . 


Who Says Door-to-Door Selling 
Is on the Way Out? 


3, “IT CHOPS, peels, waffles, slices, crumbs, shreds, strings, and 
grates," distributor says of $29.95 unit with five cutting cones... 


Saladmaster Sales, Inc., held its 
first sales meeting in Dallas, in Janu- 
ary 1947, Present in addition to my- 
three salesmen, and 15 
whom they had brought 


self were 
visitors 
During the meeting 12 signed 
up with Saladmaster, making a total 
sales torce of 1). 

Last vear, Saladmaster’s direct-to 
home sales hit $4 million, covered 48 


along 


78 


BY HARRY LEMMONS - 


states. Volume at present is over $7 
million annually. As of June 30, 
1953, we had almost 3,000 salesmen 
(reporting three times monthly) as 
sociated with us on an independent 
contract We call them 
tributors.”’ Sixty-six per cent are part- 
mostly men 
who hold regular jobs which pay too 
little to support a family. 


VASIS. *““dis- 
I 1 


timers housewives, ol 


President, Saladmaster Sales, Inc. 


4, "LET ME MAKE A SALAD:" Menu-minded housewives make 
it possible for distributors to sell 50-60% of prospects... 


About 
comes from the Saladmaster machine, 
which retails at $29.95. Hand-oper- 
ated by turning a crank, it chops, 
peels, ‘‘waflles,” slices, crumbs, shreds, 
strings, grates—and may be used tor 
raw and cooked foods. Volume con 
stantly 1s Salad 
waterless cookware, and on 
frequently 


60%, ot our sales volume 


growing, too, on 

maste! 
} 

new products which are 
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added to our growing line. 


Eighty per cent of our distributors 
at the beg nning are nexperienced at 
selling. Yet during their first six 
months most of them sell 50-6007 of 


call on. After the 


isually sell SOC, 


the housewives they 
first six months they 
or better. 
This is the 
plan: 
1. We | ti enough people to get 


good sales overage r} 


amework of our sales 


ve them simple 
starte! t 
the field. 

za We make 
pleasant as possible, especially for the 
new man. 

3. We gi 
onstant training. 

4, We get reg ilar reports on sales 


rmance 


ng and get them out in 


selling as easy and 


supery ision, 


helpful 


Let's take then n order: 


1. Hiring and brief ‘'starter™ train- 
ing: Long initial training, in addi- 
tion costing ompany time and 
money, dis new salesman, 
ticular] I has no finan 
ishion., tten he quits before he 

ll ikes a sale 
Saladmaster’s first training s basic, 
b ks l sually a Tec lit Starts to dem 
onstrate the Saladmaster on his own 
within 48 yurs after 
1 


he is hired 
hours. About 
within 48 


ners produ ft instruction 


seller, the 


easiest 


5, “LET'S BUY IT" says the husband—end usually before his wife 


is ready to say yes" 


Saladmaster. Saladmaster almost teils 
its own story, is a “natural” for the 
inexperienced salesman. Our wate 
detailed ex 
planation, and no one is allowed to 


sell it until he has successtully sold 


less cookware needs more 


Saladmasters tor three weeks. 
unr nitial 


5-4 


lay pe riod, 


training spreads out 


over a The new man 
accompanies h S trainer on den onstra 
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tion calls trom the first evening. Atte 
the second lesson he is allowed to go 
out alone—and usually does. ‘Vrain 
Ss given by supervisors, usually 
individually. 
‘re’s_ a boil-down of the prelimin 


groups, sometimes 


training routine: 

Lesson I: S ipervisol demonstrates 
the Saladmaster machine to the new 
salesman as though the latter were a 
housewife prospect, and teaches him 
how to buy fresh vegetables for dem 
onstration purposes. Homework as 
study of a brief, printed 


lesson wh ch summarizes what supel 


signment : 


sor has just taught; practice with 
the Saladmaster, using real vege 
tables; compiling a list of 10 people 
who will allow him to demonstrate 
the machine. 


Lesson 2: 
ation covering first lesson (questions 
in back of his Initial Train 
ing book). If he passes the test, he is 


iit takes an examin 
pr nted 


ned Lesson learns to demon 


assigZ 
t 
t 


rate Saladmaster. 

Lesson 3: Writing the order, learn 
ing details, such as the amount to 
collect on Saladmaster’s payment 
plans. 


Lesson 4: Nleet ng objections and 


( losing the sale. 


Lesson 5: How to greet prospect at 


the door: what to sav. How to get 


stration,” 


reference names from the housewife 
who has demonstration ; 


how to use those names. 


witnessed 
The new salesman’ goes through 
these training steps, first in class, then 
n actual field work. His printed copy 
ot the 5-lesson course folds into his 
wallet for restudy. 

For three weeks the new distrib 


utol S supery sed closely, Ss encoul 


says distributor, 


aged and given whatever additional 
instruction he needs—usually in field 


work. 


Waterless cookware training: 
After selling the Saladmaster machine 
successfully for three weeks, a sales 
man is considered ready tor waterless 
cookware instruction. We don’t let 
him go out to sell this product, until 
knows it. The distributor 
attends not fewer than five sessions, 


he really 


learns how to demonstrate waterless 
cookware, and to sell its benefits. A 
45-minute color film graphically de 
picts the nutritional values and tood 
savings of this type ot cookery, and 
the special advantages of Saladmaste: 
waterless utensils. 

To his instructon (this time a dis 
trict manager) he demonstrates and 
Partly be 


cause ot h . caretul training, our Wa 


“Sells” cookware in class. 
terless cookware maintains the same 
atio oft sales to calls as. does the 
Saladmaster machine. 


Hiring: In any large-scale direct 
spec alty operation hiring is an Impot 
tant factor. At the end of 1949 we 
had 727 distributors; at the end of 
1950, 375 (the drop here was caused 
by production difficulties) ; end ot 
1951, 855; end of 1952, 1,836. At 
3000, On 
Saladmaster merchandise, 2,000 inex 


present we have nearly 


perienced salesmen, properly trained 
and supervised, will beat the sales 
volume of 500 top salesmen. 


6. "FOR NAMES OF FIVE FRIENDS, who will watch a demon- 


“| will give you a premium.” 


We conduct 


search, by 


a cgnstant manpowe! 
contests and campaigns 
within our organization, During out 
March, 1953, ‘‘National Manpowe1 
Month,” everyone associated with us 
n a managerial, supervisory or dis 
tributor Capacity, was given a quota 
of five new. distributors. 
rec eived ad new 


Everyone 
Saladmaster (retails 


) < 
at $29.95) tor each new man or 
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“Sales Promotion in 
the Northwest without 
Tacoma would be like 


a coat without sleeves” 


says FRANK BATHURST, 
General Manager of 


S and W FINE FOODS, 


Pacific Northwest District, Seattle 


“When we are making long-range 
promotion plans, or when we are 
faced with market’ conditions 
which require over-night action, 
we always include Tacoma in our 
plans. From the Tacoma area 
comes a large part of our busi- 
ness, and Tacoma is far enough 
away from Seattle to be treated 
as a separate and complete 
market in itself.” Mr. Bathurst 
continues, “To distribute mer- 
chandise in the Pacific Northwest 
without adequate promotion in 
Tacoma would be like wearing a 
coat without sleeves!” 


THINK TWICE ABOUT TACOMAI it's 
@ separate, distinct, important market. 
It's covered ONLY by the dominant 
News Tribune. That's why—on Puget 
Sound—you need BOTH Seattle and 
Tacoma coverage every time. Ask 
Sawyer, Ferguson, Walker Company. 


—70MA 


Th 


News Tribune 


Who's Lemmons? 


When Harry Lemmons, a door-to-door 
salesman who had risen to sales manager, 
met L. C. Schaefler, who was struggling to 
get an ‘dea for a kitchen utensil on the 


market, Saladmaster was conceived. 


Between 1941 and 1946, the men per- 
fected the machine. Lemmons became presi 
dent of Saladmaster Sales, Inc., Dallas, and 
Schaefer was named president, Kitchen- 
Quip, Inc., Waterloo, Ind., manufacturers 


of the Saladmaste: machine. 


LEMMONS 


woman he signed up. Each employe 
could win as many as five machines, 
and receive an extra prize of a gold 
watch if he made his quota. 
‘| he Mar h Campaign added al 
most 1,000 to our direct selling force 
which numbered 2,000 at the end 
of February. When there is no con 
test running, we ofter liberal gift 
merchandise bonuses to those instru 
mental in signing up new distributors. 
Our national magazine advertising 
tor manpower, aimed at securing ex 
perienced sales manager personnel, 
also brings us hundreds of new dis 
tributors each year. National TV ad- 
vertising shows the Saladmaster ma- 
chine in use, suggests that the house- 
wife ask for a demonstration, then 
adds ‘You can make good money sell- 
ing the Saladmaster, part-time or 
full-time.” On a TV station in Lub- 
bock, Tex., a 5-minute cominercial 
brought more than 1,000 requests for 
demonstrations from which sales of 
approximately $40,000 and the addi- 
tion of 50 new salesmen resulted. 
Our most spectacular magazine 
advertising is for sales managers. We 
have scheduled one or two full pages 
each month in Salesman's Opporiun 
ity and Specialty Salesman, and peri- 
odically we use full-page and two 
page advertisements in Coronet. If an 
advertisement brings us only one top 
caliber 
profitable. We spend approximately 
$150,000 a year advertising tor man 


executive, we consider if 


age ial personnel, 

We have ndt solved the turnover 
problem at the salesman level. Part 
time housewife personnel naturally 
tends toward impermanence. With 
tull-time, men distributors, turnover 
s considerably less than that of most 
direct sales companies. Twenty-five 


pel ‘nt to 306; ot o salespeople 


stav with us more than a vear. Of 
those, most remain permanently. 
We've had virtually no turnover 
with top producers. \Most ot them 
have been with us. tou vears oO! 
longer. An ambitious, energetic su- 
pervisor can earn $1,000-S1,500 a 
month. Our. district and regional 
managers average S$15,000-S40,000 a 
vear (including overrides 

Most companies pay substantial 
overrides to three or four top men. 
We spread out the big money by pay- 
ing generous overrides to a man- 
agers and supervisors. Any Salad- 
master distributor may rise to district 
or regional manager, if he has sufh- 
cient ability to sell, and to inspire 
others to sell. 

After a district manager has told 
a prospective distributor about Salad- 
master’s plan of operation and com- 
missions, he explains that the new 
man must buy a minimum of $50 
worth of samples —half the retail 
price. When he begins to sell Salad- 
cookware and 
other products, he invests approxi- 
mately $50 more. 

The fellow who signs up takes the 
job more seriously because he has an 
investment in it. Our records show 


mastel waterless 


that nearly all who bought equipment 
made sales. 

Each new distributor gives us a 
$10 cash guaranty to operate in good 
iaith. This money goes into a “guar- 
anty pool,” out of which we = pay 
losses customers may incul through 
occasional distributor dishonesty. ( Le- 
gally, we're protected by our sales- 
man’s status as “independent contract 
distributor,” but for good-will rea- 
sons we usually make good any down 
pavment which he accepts without 
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having the merchandise shipped. 


2. Selling made easy and pleasant: 
Premiums are used as door-openers, 
and to help build dollar volume. The 
housewife who witnesses a demonstra 
tion gets a gift, whether or not she 
buvs. ( This mat be a S1-S2 retail 
value, which the distributor buys 
from the company for 50 cents, o1 
receives as a bonus.) For buying a 
combination set (perhaps Saladmas 
ter machine, plus waterless cookware ) 
on the distributor’s first call, the 
housewite receives a_first-call pre 
mium. She is given her choice of a 
West Bend automatic electric coffee 
maker, or a 26-piece set of stainless 
steel flatware. Retail value: $13.95 
each. 

We “use the user’: From each 
housewife who views a demonstra 
tion, the salesman gets five mames 
of friends or relatives, and informa 
tion such as: how many children the 
woman has; whether or not she works 
downtown; what kitchen equipment 
she owns. The salesman may give the 
referrer a small premium for supply 
ing the names—but he usually gives 
her a more valuable premium, condi 
tional on his getting a_ specified 
amount of business from the five re 
ferral calls, (Knowing that she may 
receive a S10-S20 article, the house 
wife chooses referral mames more 
carefully, may even sell for Salad 


Using the Users 


The prospect’s friend not our 
salesman actually makes the ap 
pointment tor a demonstration. The 
distributor, tor example, calls at 
the home ot Mrs. Black, a referree. 
“NIrs. Black, do you know Mlirs. 
Brown?” [the referrer]. “Yes,” an 
swers Mrs. Black. The salesman con 
tinues, “‘\Irs. Brown has asked me to 
call and show vou our Saladmaster. 
It will take just 10 minutes, and puts 
you unde no obligation. You'll re 
ceive this e gift [show ny t to 
her for watching my demonstra 
tion.” 

Usually this approach gets him in 
side Mrs. Black’s door. If it doesn’t, 
he uses an alternate approa h. 

The distributor gets inside 9 out 
of 10 “reterral” doors on his first call. 
When he is unsuccessful, he is usu: 
given a later appointment. We en 
courage the salesman to go to a pros 
pect’s house without telephon ng for 
an appointsnent. Few salesmen are 
skilled enough at telephone 
ing. 

If a distributor has been associated 


with us long enough to sell waterless 
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STAY-HI... electronically 
controlled, vacuum-type machine 
used to shrink, dry and form 
newspaper mats before ‘asting. 


You're Also Right 
When You Use 
The CHRONICLE 
To Sell Houston 


THE CHRONICLE’S STRONGEST CIRCULATION LEADERSHIP 
IS WHERE IT COUNTS MOST ...IN THE CITY ZONE... 
HEART OF THE GREAT HOUSTON MARKET 


HOUSTON CITY ZONE REPRESENTS 
67.2% of all retail sales in Retail Trading Zone 
65.0% of all effective buying income in Retail Trading Zone. 


(Sales Management Survey of Buying Power, May 10, 1953) 


CHRONICLE CITY ZONE HOME-DELIVERED CIRCULATION 
Over Post (Daily) 20,178 


Eucesd Over Post (Sunday) .. 21,101 
Over Press (Daily only) 49,930 


(See Publishers’ Statements, March 31, 1953) 


I{ you enjoy reading these definitions of newspaper terms 
ue will welcome your comments and contributions 
Please address Promotion Department 


The Houston Chronicle 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES, Jr., President M. J. GIBBONS, National Advertising Mgr 


THE BRANHAM COMPANY — National Representatives 


cookware as well as the Saladmaster, 
his five referral calls usually produce 
total sales of $400-$500, earn ng him 
commission of $125-$175, He can af 
give the housewife a quality 
erchandise premiun which costs hin 
ibo it $7 

(A distributor may buy premium 
merchandise at cost price trom the 
company, but after he gets into pro 
duction his needs are usually supplied 
by his bonus for reporting, plus his 
monthly premium check of 307 on 
everything he ships over $500. This 
heck buys premium merchandise at a 
little over half its retail value.) 

To further encourage the house- 
wife to supply referral names, each 
distributor carries our full-color pre- 
mium catalog. The housewife usually 
vets her choice of several gilts. Re 
sults justify the catalog’s $20,000 
production cost, 

Almost 9007 of our calls are re 
ferrals, 


3. Helpful supervision and training: 
Every door-to-door distributor has a 
supervisor as long as he is associated 
with Saladmaster, or until he starts 
up the organization ladder by becom 
ing a supervisor, Supervisor contacts 


” 7 
THE NEWEST AND 


GIFT IDEA OF THE YEAR / 


MILL LUL- 
CHROME DOM 


AND 


GOLD DOME, 


POURERS 


om a} 


make perfect business 
gifte in themselves and in- 
cluded with gifts of hquor they 
add that final touch of spar- 
kling good-will. Triple 
plated in either chrome 
or gold with beautiful 
liquor identifying 
imprints in Old 
English letters. Any 
combination of 6 


imprints 


provide easier, 
neater, and wasteless pouring 
add smartness to home or 
office entertaining 


deluxe packaged in gold or 
silver colored boxes with black 
velour trays in units of one, 


two, three or six pourers 


WRITE FOR DETAILS AND 
NAME OF NEAREST AD 
VERTISING SPECIALTY 
JOBBER. 


SPILL STOP MFG CO 


with the distributor vary according 
to the latter’s needs; but the super- 
visor is always available for advice, 
or sell ny aid. The supers SOT must 
‘show results” in the sales of people 
inder him. (The average supervisor 
spends approximately one-third of his 
time training and supervising, the 
rest in selling. 

We maintain close control of sales 
personnel through our organizational 
setup. Throughout the U.S. we have 
five divisions and divisional manag 
ers; under these, regional managers, 
district supervisors and 
finally, those whom we call distrib 
ufors, 


managers, 


Managers and supervisors get 2 


10°~ incentive override on sales of 
those working under them. (Super 
visors get overrides on sales of thei 
distributors : Managers get overt des 
and distributor 
personnel, This system keeps everyone 
ilert to help everyone under him. We 
insist on teamwork. ) 


on sales of superviso 


Saladmaste) executives — field-test 
every sales technique and every piece 
of training literature, before if Is 
offered to distributors. Each district 
manager makes an effort to know all 
his distributors personally, and to 
work with them at intervals in the 


field. 


Constant training: Our five train 
ng films (which cost $30,000 to pro 
duce) take five and one-half hours to 
show. A distributor may be with 
Saladmaster six months before he 
sees all of them. We 


theoreti al 


“spread out’ 
nstruction nterspersing 
t with practical experience. For in 
stance, our film, ‘How to Overcome 
Objections and Close Sales,” 
more attet 
work. 
I Jirect 


supervisors, get 


means 
a salesman has done field 
salesmen, managers and 
Trequent retreshe1 
sales training. We « in't require oul 
independent contract distributors to 
attend evening sales meetings and 
training sessions but we oct good co 
operation by showing them the ad 
Vantages ot attendance. 

For the duration of his Saladmastet 
association, we lend each distributor 


Training Manual 


which costs SD) to produce. Its 15 SC( 


a copyrighted 


tions cover everything from product 
ntormation and payment plans, to 
“Customers’ Objections Which Are 
Signposts to the Sale.” 

In addition to recommending field 
tested procedures to meet situations 
which might arise in selling Salad 
masters, the \Nlanual devotes many 
pages to basic sales psychology. 
There's a 36-point analysis, “Why 
Did 1 Lose that Sale?” A ‘Personal 


Progress” questionnaire suggests that 


the salesman ask himself, at regula 
intervals, 20 questions, such as: 

“Do you plan your work every 
night, and work your plan next day ?” 

“Do you make your sales work an 
Adventure, rather than a matter of 
fear, or routine?” 

‘Do vou know that the successful 
salesman is the man who does those 
things the failure dislikes doing—and 
do you know that the suc¢ essful sales- 


man dislikes doing them, too?” 


This questionnaire is followed by a 

“Personal Progress Report” chart, so 

the distributor may grade him- 

self regularly. (He does not send the 
chart to us.) 

A. sales-inspirational 
through the manual. “You can make 
big money with Saladmaster!” A let- 
ter tells him: “Starting as a distrib- 
utor today, it is possible tor you to 
rise to district manager if you apply 
yourself. ‘There are several positions 
with us that will pay you over 
$20,000 a vear.” 

The distributor learns that this 
isn't just a sales talk: He meets Sal- 
admaster managers in the higher-in- 
come brackets, who started with us 


theme runs 


selling direct as he does. 


4. Regular reports on sales per- 
formance: We don’t require these, 
but we supply easy-to-fill-out blanks, 
and at the end of each month we 
award $36 (wholesale cost) worth ot 
premium merchandise, to each dis 
tributor who has sent in three reports. 
Salesmen reporting: 
number of hours worked each week; 


number ot calls made, and ratio ot 


cooperate n 


demonstrations to calls; appronimate 
length of each call, and merchandise 
demonstrated; numbe 
amount of each. Our 
partment can tell the s 
Saladmaster distributor in the U.S. 
how much bonus he has earned and 
details of his sales performance. We 
firmly believe in complete statistical 
records on all of out people. 

This information is essential to the 
success of a direct specialty business. 
It furnishes a check on the efficiency 
of selling procedures, and on the ratio 
of sales to operating cost, It suppl es 
valuable talking points tor inspiring 
distributors and tor “selling” pros 
pective distributors. For example, by 
averayving sales performance records, 
our statistical department has arrived 
at these f'gures: 

Part-time Saladmaster distributors 
average sales of approximately $500 a 
month. Their 
approximately 
work from three or fou 
week, to two hours a night. 

Our better full-time distributors 
average commissions of more than 


commissions average 


$200. ( Part-timers 


hours a 
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$1,000 monthly. We like that. 
Statistical records furnish excellent 


mition., 


Time plan of payment: [irect sales 
ganizations must recognize that 
any American tamilies make all 
their larger purchases partially ‘“‘on 
time.’ A woman can buy our $29.95 
Saladmaster by fiIVving the distributor 
a $4.95 down payment and paving 
$5 C.O.D.—and the balance in five 
monthly On other pu 
hases she may pay a minimum of 


5 ¢ } 


© cash, and make monthly pay- 


payments. 


ments tor 10 to 12 months. 

On all ‘time’ purchases, Salad 
Sales sells the papel to 
Kitchen-Quip Finance Co., Ine., a 
separate organization housed in the 
same building as Saladmaster Sales. 


Mastel 


The customer mails her monthly pay- 
ments to the finance company. 

If a custome: preters to pay cash, 
she gives the distributor a down pay- 
ment, then pays the balance C.Q.D. 


We never allow 


2500; this reduces the 


amount tor w hi h we're responsible to 
i customer.) C.O.D. shipments, for 


a salesman to col- 
lect more than 


the customer’s convenience, usually 
the first or fifteenth of 


Sample No. E-56 
Size closed 
3” x 4%” 


the month. That is appreciated. 

We urge our distributors to accept 
time’ orders only when they are 
convinced that customers will. pay. 
Occasionally, a distributor turns in 
a contract which Kitchen-Quip Fi 
nance Co, considers a bad risk. ‘The 
Mnance company reserves the 1 ght to 
return the order to the distributor, 
who then is required to resell the 
customer on a cash basis, or to return 


the customer’s down payment. 
5°o Less on These Orders 


‘To cover the additional expense ot 
handling time purchases, we pay 5 
less commission on these orders. \s 
a guarantee tor uncollectible — ac- 
counts, each distributor accumulates 
a budget reserve account of $250. On 
all his time-payment orders we with 
authorized 
down-payment collections, which he 
s allowed to keep) until these with 
held commissions total $250. Any 


hold commissions (atte 


time payments on which his customers 
detault are made good out ot his re- 
serve tund. (Should a distributor dis- 
continue his association with Salad 


} 


master, he receives the entire amount 


all out 
standing budget accounts have been 
paid. ) 

When an account becomes delin 


n his budget reserve atte 


notihes 
the distributor so that he may call on 
his customer and urge 


quent, the finance company 


paviment, 
When an account is three payments 
overdue, the distributor is notified 
that unless payments are brought up 
to date, the account must be charged 
off as a bad debt and the deficit made 
good out of the distribytor’s reserve. 

97.46 of our “time’’ customers pay 


Advertising helps distributors to 
sell: Our advertisements, currently 
appearing in LO. leading national 
women’s magazines solicit mail orders 
but aim primarily at educating the 
about 
chandise before our distributor calls. 

We use TV advertising, and this 
March made a series of outdoor color 
films, which will be shown in 14,000 
drive-in theatres throughout the U.S. 

Our advertising is handled by Ted 
Workman, Ted Workman Advei 
tising Agency, Dallas, “Vex. He has 
planning job_ tor 


housewite Saladmaster met 


done a creative 


Saladmaster. 


the Holiday Season.... 


but all through the year, give memo books to 


your customers—distribute them at meetings, 


conventions and your trade shows. Have your 


salesmen give them out on their calls or insert 


them with your mail. 


With your ad gold-stamped on the front cover 


and additional advertising copy printed on the 


inside of the cover, these memo books put your 


name right in the hands of the people you want 


to remember you. 


Available in various colors and grains of gen- 


vine and imitation leather. Tell us how many 


you can use and we'll send a sample and give 


you full cost information by return mail. 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE - NEW YORK 16 


Factory 
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e Easthampton, Massachusetts 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


Department 5-8 


H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


Booklets, Surveys, Market Analyses, Promotional Pieces 
and Other Literature Useful to Sales Executives 


Metropolitan County Area Mar- 
ket Analysis: A complete ranking of 
225 Metropolitan County Areas in 
13 sales classifications by dollar vol- 
ume. Sales and advertising executives 
who have tollowed Metropolitan 
Area data in SALES MANAGEMENT'S 
Survey of Buying Power will recog- 
nize at once the source of the study, 
as it reprints the entire Metropolitan 
Area section of the 1953 Survey, add- 
ing seven ranking pages not published 
in the Survey but provided by SM. 
‘The study is made available in this 
exclusive form, 64 pages and cover, 
by Greensboro (N.C.) News and 
Record. \t is the largest and most 
complete reproduction of Survey data 


These days are busy ones for the electronics 
industry...days when you will especially appreciate 


the time-saving, time-tested services of 


“THE REPRESENTATIVES" of Electronic Products 
Manufacturers, Inc. Here is an organization 

whose membership numbers the most highly 

qualified men in the field. It is fully equipped to 

assist you and your employees in understanding 


the accepted electronics industry trade 


practices, and to promote better relations in the 
industry through ethical sales representation 


Burton browne advertising 


either locally, regionally or nationally. 
Since 1935, the REPM has setved 


electronic products manufacturers 
ably and efficiently. 
National Headquarters Office 


“THE REPRESENTATIVES" 


of Electronic Products Manufacturers, Inc. 


600 S. Michigan Avenue, Chicago §, Illinois 


HArrison 7-2402 


ever put together and made available 
by any advertising medium, as a mar- 
ket research and promotional tool. 
Throughout the book there are News 
and Record advertisements which add 
to the basic information in the rank- 
ing pages by comparing important 
Metropolitan Area markets over the 
country and in the Carolinas. To 
most observers it will at once be 
noted that the Greensboro Area is 
107th in per family ranking among 
the 225 which are shown — which 
establishes a new high in altruistic but 
honest promotion. Needless to say, it 
ranks much higher than 107th in 
most of the classifications presented. 

In brief, the study presents com- 
plete dollai volume ranking ot the 
225 standard and potential Metro- 
politan County Areas for total retail 
sales, and. for store sales for food, 
general merchandise, furniture-house- 
hold-radio, automotive, drug, eating 
and drinking, apparel, gasoline serv- 
ice, lumber and building materials, 
hardware, jewelry and packaged 
liquor, Rankings of the last seven 
classifications were determined exclu- 
sively for this study, as noted above. 
Shown also is the ranking of the 
Metropolitan County Areas in 20 
categories, which includes the addi- 
tional classification of population and 
ncome, plus all the before-mentioned 
retail sales—listed alphabetically. In 
addition, the per family sales of the 
hown, alphabetically, in 
all store sales classifica- 


areas ale 
total and 1 
tions. 

The complete Summary of Data 
for the Metropolitan County Areas, 
standard and potential, showing the 
county composition of each area and 
all population, income and retail sales 
factors, alphabetically, compl tes the 
Metropolitan Area data which con- 
stitutes all but four pages in the book. 
These four pages reproduce the 
North Carolina data, as published in 
the Survey, together with the state 
marketing map. 

Copies are available on request to 
George Lemons, Advertising Direc- 
tor, Greensboro News and Record, 
Greensboro, N.C., or may be ob- 
tained from the New York, Chicago, 
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Atlanta, Los Angeles or San Fran- 


of Jann & Kelley, Inc. 


sco oth es 


Directory of Key Speakers on 
Distribution: A complete roster of 
speakers in the fields selling and 
distribution yublished by National 
Sales Exe uftives, In 
name is listed with his title 
name, 


and the 
telephone’ numbe 
of the company he is afhliated with, 
ndicating whether he 


address and 


s available for 
a tee or tree or tor expenses only. In 
addition there is information about 
sources of good speakers and how to 
handle them—betorehand, 


r val, just before the 


upon al 
at the 
meeting, atte the meeting and atte! 
they have gone. Write to Bruce H. 
Wells, Publ ( Relations Director, 
National Sales Executives, Inc., 136 
bE. 57th St., New York 22, N.Y. 


meeting 


Fourth Dimension in Apparel 
Merchandising: \ two-vear study 
of the impact of air transportation on 
the apparel industry, showing how 
ise of airfreight can help cut costs 
and increase sales and_ profits. Re 
ported to be the first of its k nd, the 
study was conducted under the aus 
pices of American Airlines, Inc. Em 
phasis Is given to the Various eco 
non aspect the merchandising 
function. The ‘tect of the new 
distribution practices on inventory 
“wet kot gross margin, 
markdowns < C% sales Is pro 
charted 


jected and demonstrate 


where _ possibilities lav oeNist— for 
greater profits through increases in 
sales and /o lower over-all costs of 
merchandising. Data cover skirts and 
dresses, 
suit orsets and brassieres. Write to 
Joseph D. Boylan, Director, Cargo 
Sales, American Airlines, Ine., 100 
Fast 42nd St... New York, N.Y. 


other sportsweat blouses, 


New York Industrial Area: 


re ot New York as 

industrial market 

prepared by the Research Department 
The * a 'Y ork Time s, Factors 
omp led: executive and buying ofhces 
; 


of industrial firms; financial officers; 


ndustrial planners, designers, eng 


neers ; retail ng; transportation ; util 
ties; mining and smelting; trade as 


sociations; public relatidns ; commun 
ations. Data include primary metals 
ndustries; fabricated metal products ; 
chemicals and allied products; ma 
except electrical) ; electrical 


Mat hinery es 


hiner 
ansportation equipment ; 
related products ; 
allied products; printing 
and publishing wood and 
wood products; apparel and related 


nstruments and 
paper and 


industries; 
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Each speaker's , 


products; stone, clay and 
ucts; leather and leather products; 
textile mill products; petroleum and 
coal products; food and kindred prod 
ucts; rubber products. In pointing up 
the wide range of New York as an 
industrial center, 


glass prod 


charts reveal such 
facts as: 20.16 of all manufacturing 
establishments in the U.S. are in the 
New York area; total amount of busi 
ness done in specific 
into hundreds of millions of dollars 
annually. The metals 


ndustries runs 


industry, tor 
example (including the primary met 
als industry, fabricated metal indus 
try and wholesale sales of metal prod 
ucts) amounts to $1,955,756,000 
vear. The largest concentration ot 
service industries in the U.S. is in 
New York, with annual sales volume 
totaling $1,503,401,000. As the larg 
est port in the world. New York last 
vear moved 32,786,000 long tons of 
imports and exports, totaling $7,952, 
700,000, Included are listings of rail 
roads with ofhces in New York; bus 
lines, steamship lines and agencies 
servicing the area; air line and min 
ing companies with New York ofhces. 
Write to Irvin S. Taubkin, Promo 
tion Manager, The New York 
Times, Times Square New York 18, 
ee 


Food Store Buying by Magazine 
Families: A survey 
Crossley, Inc., for Nac 


cations, Linx o 


conducted — by 
tadden Publ 
presenting a study of 
wage earner and white-collar families 
n four. cities Indianapolis, Ind., 
Racine Wis., Syracuse, N.Y., and 
Wilmington, Del. and a study ot 
four store magazines, tour service 
magazines and three romance maga 
zines, fo determine the extent to 
which the store and service maga 


zines reach housewives and intet 
duplication among the three types of 
Mayvazines, The survey covered house 
wives in 200 tamilies selected by cen 
sus blocks in each of the cities, and 
200 housewives whose purchases were 
checked in four leading Indianapolis 
super markets on a Friday and Satur 
day in October. From the two groups 
(1,000 homes) a report of normal 
1 all food stores 
and markets was secured, In addition, 


the housewives reported on customary 


weekly expenditures 


pure hases (including trequency, num 
ber and price) of 53 major tood store 
items. ind.vidu 
ally and in seven categories, 

which are checked the same 


groups ot! the 


These are presented 
against 
seven 
super market check. 
Suving of the seven groups is checked 
by magazines and types of magazines. 
Write to Gene Waggaman, Sales 
Promotion Director, Macfadden Pub 
lications, Inc., 205 E. 42nd St., New 


York N + 2 


e.-are you getting 
your share of the 


‘‘Mentions’’? 


Ge «in VOGUE 
‘S new color combinations 
tae 
How to check the use of your name 


in the newspaper advertising of 
another manufacturer's product 


@ ACB calls them “ment ions.”’ They 
are usually buried deep in the body 
copy or hidden in a 6-point cut cap- 
tion of some advertiser who buys 
from your contract division. Yet they 
are golden advertising nuggets for 
the products they “‘tie’’ into ; 

Finding these “ would be 
an impossible job for any manufac- 


mentions” 


turer. They may appear in any ad- 
vertising any day on any page of the 
1,750 daily and Sunday newspapers 
published in 1,393 different cities 
ACB is keyed to such a degree of ac- 
curacy that its readers pick up better 
than 95 out of every 100 “mentions” 
published. ‘Competitive’? mentions 
to show you exactly how you stand, 
may also be of importance to your 
organization, 

This is but one of many ACB services 
available for business management. 
From such data, comes sounder ad 
vertising and sales policy 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 8. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 Firat St. * San Francisco 5 


The 

ADVERTISING 

CHECKING BUREAU 
Inc, 


Retailers Shape Policy 
For Food Manufacturers 


Through newly formed council, food manufacturers get 


retailers’ opinions on pricing, packaging, displays. Fewer 


marketing mistakes and an "era of good feeling" may result. 


‘Too many food manufacturers can 
pi vately, that at least once 
taged a special promotion 

a new package, or spon 
ulvertising Campaign that 
retarded sales, but created 
( H-will. But something has 
happened in New York City that, if 
perpet iated might well revolutionize 
mianutact ers’ approac h fo retail sell 
nd head off major market ny 
handising counsel ny 
by an advert sing 
br ngs together top 
representing ove) 
grocery outlets. and in 
manutacturers, So far the 
advisory vice is limited to the tood 
yisiness in New York City’s metro 
polit in area. The sponsor, the afhl 
| vertising ayencies oft Dowd 


Johnstone, New York 


Dowd, Inc., Boston, ac 


s¢ 


ind John C 
ept oO 
mn] 
\t egularly scheduled monthly 
the American Food Met 
ing Council, as it is called, 


he market ny problems ot 


ounseling agency clients 


lual manufacturers, and = sug 
WaAVS TO solve these problems. 
\FAIC is only six months old. 


Bigger Later? 


The time may come when the 
service n ight be expanded to cove! 
other products, At least it is an idea 
for other manufacturers and agencies 
to consider. 

\ manufacturer can meet with the 
council, get the straightforward opin 
ons of retailers who are expected to 
distribute his product. All this, be 
fore the manufacturer has invested 
time and money on the completion 
of new products, packages, labels, 
sales promotions or advertising. Or, 
the manufacturer can discuss the met 
chandising and selling of an already 


established product, and retailers can 
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help him iron out kinks in current 
selling patterns. 

To see how a typical session works, 
put yourself in the manufacturer’s 
seat, at the end of the conference 
table: 

You are John Cott, Cott Beverage 
Corp., New Haven, Conn. Facing 
you are nine of your own customers 

the retail executives of metropoli- 
tan New York City grocery chains, 
super markets. 

You, Mr. Cott, have four specifi 
problems you want to discuss, invol\ 
ing (1) super market p-o-p advertis 
ng (2) arousing dealet interest in 
vour soft beverages, (3) whether soft 
beverages should be canned, like beer, 
and (4) dealer reaction to vour bot- 


tle labeling. 
Un-censored Opinions 


Before the tTree-tor all begins, you 
remember that the retailers vou face 
“outspoken.” Take, for 
example, Patsy D’ Agostino, operator 
of I)’ Agostino super markets in Mian 
hattan. He's chairman of the new 


ire well 


organization, and past president. of 
the New York State Food Merchants 
\ssociation, and past president ot 
the National Retail Grocers Associa 
tion. When he was president. of 
NRGA, one of his biggest projects 
was to get manufacturers to adopt 
uniform-size coupons. He’s not afraid 
to tell you of the personal battles that 
pitted himselt 
against the big soap manufacturers in 


ensued, when he 
the coupon fight. 

Back to your first problem. You 
ask the group: “What types of point 
ot-purchase advertising can best be 
utilized in super markets?” Your cu 
rent p-o-p units are on exhibit before 
the group full-figure floor signs, 
dump displays, “tree” displays and 
counter displays. You get the an- 
swers: 


1. Full-figure displays would get 


little use in small stores because of 


space limitations. Where sigas did 
get up, they wouldn’t last. In super 
markets, full-figure displays might 
hinder trafic flow. Beer and othe: 
products competing for the same dis- 
play space would make life difficult 


for your big displays. 


2. Dump displays would get some 
use, but only with one beverage 
flavor. In large super markets, the 
d splay might be used but only if 
advertising material on display also 
featured pris ate label of super mar- 
kets on related items. 


3. Tree displays would get limited 
use. but could only be eftective tor 


one flavor. 
Consider the Retailer 


So, from the d splay discussion, you 
learn this: The self-interest of the 
retailer must be considered to get 
effective usage of displays. Even cor- 
porate chains would be inclined to 
use displays that provided space tor 
advertising their own brand of re 
lated products or that were in 
printed with their own brand. 

You ask the second question. “How 
can I impress dealers so that they 
will feature beverages (a long-profit 
item) over low-profit items ?” 

Retailers agree that vou need more 
shelf space. How are you going to 
get it? Properly service the store 
see that shelves now allocated are 
filled, especially where displays can 
be used. You might pay the retailers 
for service rendered in setting up end 
displays, handling empty bottles, and 
for cooperative advertising. You find 
that one beverage company allows a 
cing. You learn 
that beverages are still considered a 


charge per case fo! 


top item by most grocers. 

The third question: “What is the 
feeling on soft beverages in cans?” 

A fair percentage of retailers are 
going along with this, you find, so as 
not to miss the boat if it goes over. 
‘To date cans have been on the mat 
ket too short a time to give a real 
indication of acceptance. 
But retailers like the ease of han- 
dling, no return of bottles, etc. 

Nevertheless, 
cerned that the price to consumers 
might be too high, and the margin 
too low, because cost of the can must 
be absorbed. 


consume 


retailers are -con- 


CGjenerally, retailers are not con 
vinced that the can would be a satis 
factory container to hold soft bev 
erages for any length of time. This 
stems, they Say, trom an earlier effort 
to can soft drinks; 
and loss of w ater-charge, cans proved 
to be inadequate. 


because of rust 
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ANVESTIGATING EVERYTHING” 


A STORY BREAKS... 


“On March 27 a rat crawled into a baby’s crib at 628 W. Barber 
and chewed the child to death. How could it happen here-in Chi- 
cago in 1953?” With these words, on June 10, the Chicago Daily 
News opened a shocking series of revelations ... “the documented 
story of men ... enriching themselves from Chicayo’s slums, 


their methods and the blight they lay over a city.”’ 


A COMMUNITY 
IS AROUSED... 


Fast on the heels of the News’ baring of the facts—gath- 
ered and carefully checked by 8 reporters and 3 photog- 
raphers over a period of two months—came the response 


of a horrified community. Telephone calls, telegrams, let- 


ters poured in from city, suburbs and state. Mail, calling 


for corrective measures, still bulks big as this is written. 


ACTION FOLLOWS... 


On June 23, Chicago struck back. Leaders of 30 civic 


organizations met and demanded prompt remedial ac- 
tion. On June 26, the Illinois legislature passed the 
Urban Community Conservation Act. This gave Chi- 
ago sweeping powers to force slum-makers to rebuild 


or rehabilitate. Thus, within 16 days after the News 


disclosed the slums menace, Chicago was armed with Leaders of 
\ /OP8anizat; 
Tres: 


legal weapons to combat slums—and the men who 


make them. 


CHICAGO DAILY NEWS 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 
Chicayzo’s HOME Newspaper e¢ JOHN S. KNIGHT, Publisher 


NEW YORK OFFICE: | DETROLE OFFICE MIAMI OFFICH SAN FRANCISCO) OFFICE LOS ANGELES OFFICE 
> Rockefeller Plaza Pree Press Buildin Hale Printup & Associa Story Jgrooks & Finley Story, Brooks & Finley, Ine, 
121 S. E. First Street 703 Market Street 1651 Cosmo Street 
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| was amazed at the 
_ low cost of 
Flying Tiger Airfreight! 


SAYS RALPH RUNNE, PLANTS MGR 


HICKOK MFG. CO. 


ROCHESTER, N. Y. 
ET 


WE'RE FLYING THAT BELT SHIPMENT NO — FLYING TIGER RATES 
TO CHICAGO, CHIEF. ARE BARGAIN BASEMENT. 


—— - 


WON'T WE HAVE TO Pick up 
A STIFF CHECK FOR 
THE SERVICE? 


{ RIGHT, MR. RUNNE. THOSE QUOTES \ LET'S HAVE MORE OF THIS TIGER 
\ COVER PICKUP AND DELIVERY. y SERVICE, HARRY. THEIR RATES ARE 


= al REALLY LOW FOR AIR SHIPPING. 
2. 
al PE 


mms 


pad OR. ' Write for free iilustrated folder 
CONNECTING ROUTE s=nee - “ describing Flying Tigers’ unique 
, Advance Manifest System. 


+ 
OFFICES IN PRINCIPAL CITIES * GENERAL OFFICES: LOCKHEED AIR TERMINAL, BURBANK @, CALIFORNIA + CABLE: FLYTIGER 
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You ask about your final problem: 
“Will my new labels be well re- 
ceived?” (Qutstanding feature of 
new labels is space for price-marking 
on neck label. ) 

There is some disagreement as to 
how much the price space would be 
used because of the difficulty of 
stamping prices on the neck. Yet it 
is generally agreed that the label is 
attractive and that the idea is sound 
and should be continued. 

You asked questions and you got 
answers—trom customers. 

So far a_ half-dozen additional 
companies have taken advantage of 
the clinic, each bringing torth special 
marketing problems. The Cott Bev- 
erage Corp. is the latest to come be- 
fore the panel. 

Albert Ehlers, Inc., Brooklyn, 
N.Y., came before the panel recently. 
Ehlers, manufacturers of coffee, tea 
and spice, with distribution restricted 
to a 100-mile radius of New York 
City, was persuaded by the panel to 
market a premium-type decorated 
tumbler as a container for 24 tea 
bags. The tumbler-package is now on 
the market. In addition, Ehlers was 
undecided as to what form a sum- 
mer tea promotion should take—un- 
til the panel suggested a one-cent sale. 
With the recommendation of the 
panel, Ehlers came out with a one- 
cent sale June 19. 

President of the sponsoring agency, 
John C. Dowd, thinks that “such an 
organization might well have arisen 
spontaneously in the food field.” 
Could a similar group get started in 
other fields? “I don’t see why not,” 
says Dowd. 

Happiest member of the retail 
group is Patsy D'Agostino. ‘It’s the 
first time manufacturers have come 
to us.”’ observes D'Agostino, “before 
launching some kind of a program. 
For years I have had lunches with 
manutacturer representatives, and got 
nowhere. We could never come up 
with anything concrete. Now,” he 
says, “we have the benefit of group 
thinking. Manufacturers can help us, 
and we can help them.” 
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Distributor salesmen say, "Give Us..." 


|. Description of product uses. 


2. Comparison of product with those of com- 


petitors. 


3. Charts, models, or films to illustrate sales 


points of product. 


4. Information to overcome sales arguments of 


competitive products. 


5. Question-and-answer period to clear up prob- 


lems left unanswered. 


6. Prices compared with competition. 


7. Demonstration aids. 


8. Tips on how to sell. 


9. Explanation of size of market and how much 


it's worth to each salesman. 


10. Outline of advertising. 


11. Printed summary of meeting. 


Source: B-18 Philadelphia Automotive Boosters’ Club 


12. Tips on who to sell. 


13. Tips on where to sell. 


Do you agree or disagree with the 13 points? And what 
about the hopes and the gripes of both distributor man- 
agement and manufacturers which Mr. Brendel airs here. 


What Distributor Salesmen 
Want Most in Meetings 


BY LOUIS H. BRENDEL 


Merchandising Director, James Thomas Chirurg Co. 


Just what you'd expect, aren't 
they? Then how can you account 
for the fact that a survey of indus- 
trial distributors made by Mill and 
Factory disclosed that 340 rate sales 
meetings held by their manufacturer 
a | 


salesmen as “‘fair’ 

What 
mistakes were most frequently men 
tioned by the 700 distributor sales- 
men in the B-18 Philadelphia Auto- 
Club survey: 


ruins sales meetings? These 


> ; 
motive Boosters 


a Too long. 
) 


3. Emphasis on company history. 
' 


Ff reley ant mater ial. 


+. Comparison of their sales re 
ords with others. 
5S. Overselling. 
6. “Knocking” competitive prod- 
. Data too technical or theoreti- 

al. 
S. Overdoses of 
marketing statistics. 
9, Not enough time on product. 


advertising and 


10. Repetition overdone. 
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11. Repeating same meeting vear 
after year. 

12. Poor platform technique 
“canned” speeches. 

13. Speaker who talks down to 
them. 

These points make a good _ sales 
meeting: 

1. Speaker’s knowledge of product. 

2. Ability to answer questions. 

5. Brey rvs 

4+. To-the point business-like pres 
entations. 

Clear and non-technical ex 
planation of selling features, 

6. (100d visual sales aids. 

7. Availability of selling tools 
catalog pages, prices, etc. 

8. Personality, interest, enthusiasm 
and sincerity of speaker—an obvious 
desire to help the salesmen. 

One distributor says: ‘The most 
eftective way of training distributor 
salesmen is in the field with the man 
salesman.” Perhaps it is 
gnificant- that distributors 


ifacture! 


agree 


almost unanimously on two. related 
items. First, that sales meet ngs held 
by manufacturer 
ford the next best opportunity for 
training distributor salesmen. Second, 
roughly one-fourth of the distributors 
believe that these sales meetings are 
“a waste of time’) and 


representatives at 


inadequate ( 
another one-third rate these meetings 
as fair. 

“What a man is not up on, he is 
Is particularly applicable 
a distributor 


down on,” 
to products handled by 
salesman. As individuals we often dis 
like people we don't know. It is said 
that “Salesmen sell what they like, 
and they like what they understand.” 

Theretore, the smart manutactur 
er’s sales meetings make if easy tor 
distributor salesmen to understand his 
products and how to sell them. In 
return salesmen like this manuta 
turer’s products and sell them. It’s 
dificult to realize that the whole sub 
ject of selling successfully through 
distributors is that simple. If that 
were all there were to it, all manu 
facturers could follow this elemen- 
tary pattern and many distributor 
gripes about “lousy meetings” would 
be eliminated. 

Ineffective sales meetings. are the 
result of lack of manufacturer inter- 
est. His representatives are sent into 
the field without sufficient training to 
handle a worth-while sales meeting. 
This results in dull meetings. Dis- 
tributor salesmen resent the waste 
of time—since the meetings are fre 
quently held at night after business 
hours. It is not unusual for this re 
sentment to turn into actual dislike 
for the manufacturer’s line. Droop- 
ing sales are inevitable when enthu 
siasm is lacking, and the manufa 
turer and the distributor suffer profit 


wise. 


89 


In cash orders 


for a 
10c booklet.. 


“KEX 


outpulled every 
other station 
used on the 
Pacific Coast” 


a to the agency, 
cash orders returned by KEX’s 
“Kay West’ Program ex- 
ceeded those returned by any 
station in the seven other 
cities used on the Coast: Los 
Angeles, Long Beach, Oak- 
land, Sacramento, San Diego, 


Seattle, San Francisco 


This is typical of KEX results 
in the great Pacific Northwest 
market! For spot action like 
this, get in touch with KEX or 


Free & Peters. 


KEX 


PORTLAND, ORE. 


50,000 WATTS 
ABC AFFILIATE 


© 
WESTINGHOUSE 


RADIO STATIONS Inc 
WBZ + WBZA+ KYW~+ KDKA 
WOWO » KEX + WBZ-TV * WPTZ 


National Representatives, Free & Peters, 
except for WBZ-TV and WPTZ; for the 
television stations, NBC Spot Sales 


Some distributors have become so 
dissatisfied with sub-standard sales 
meetings that they will hold them 
only when they are run by experts 
from the manufacturer's headquar 
ters. This imposes on the manufa 
turer the unnecessary economic pen 
alty of travel expenses tor tactory 
men. It reduces the number of meet 
ings which can be held, because the 
manufacturer cannot spare enough 
“factory experts” to duplicate the 
work which should be performed by 
his field representatives. 

Improperly trained manufacture? 
salesmen is only one cause of inade 
quate meetings. Anothet cause is lack 
of aptitude. Some salesmen enjoy 
“putting on a show” and as a result 
do a creditable job. Others lack the 
ability and the desire to conduct an 
\ leading pub 
lisher in the distribution field believes 
that one of the “musts” for a new 
manutacturer representative should 
be an aptitude for holding sales meet 


interesting meeting. 


ings and “ham” enough to enjoy do 
ing it 

One manufacturer discovered 
through a survey that his distributors 
rated 14°07 of the meetings held by 
his salesmen as “poor” and another 
He devised the fol 
lowing plan to improve this situation. 
He: 

l. Brought all district managers to 
the factory and taught them how to 
hold) worth-while distributor meet 


> re aa 
13% as “tar. 


ings 

ra \Iade aistrict managers respon 
sible tor training men under them to 
put on good meetings, 

3. Added suitable instruction on 
conduc ting meetings to « ub salesmen’s 
tra ning course aft factory. 

4. Brings in to the factory two 
field men a month—where thev must 
put on a meeting before top brass. 
Selection is by lottery and the district 
manager s congratulated ol con 
demned_ for performance, These men 
then get whatever additional “meet 
ng’ training is necessary before go 
ng back to their territories. 

5. Each district enters a man 
sales meet ng contest which is a part 
of every company sales conference. 
Worth-while merchandise prizes are 
incentives. 

What have the manufacturers to 
say to the criticisms and suggestions 
of their meeting techniques? Here 
are some of their gripes, published 
jointly by the Machinery Manufac 
turers’ and Industrial Distributors’ 
Associations: 


Meetings Badly Timed: Manu fac- 
turer salesmen resent meetings sched- 
uled by distributors for evenings or 
Saturday mornings. They believe 


meetings should be held at hours 
more convenient to them—for exam- 
ple, at 4:00 p.m. or 4:30 p.m., to 
enable them to get home for dinner. 
Manufacturers have learned that a 
“captive audience” of distributor 
salesmen may be antagonistic and less 
receptive. 


Too many manufacturers in one 
meeting: | recall being last man on 
such a program. A Texas distributor 
had arranged a hotel dinner for all 
his men. This “free loading” took 
the sting out of the evening meeting. 
To take advantage of this, the dis 
tributor optimistically scheduled three 
manutacturers to speak. Since I was 
the youngest I was the last, and my 
turn did not come until 10:30 p.m. 
By this time my two fellow perforn 
ers had left the audience eager to 
break up and go home. I held up my 
product and told them I wanted to 
tell them about a “trick” they could 
use in selling it—but since it was too 
late that night I said I would come 
back and do it some other time when 
they might be more interested. 

It was the only course open to me. 
I had been the unwilling victim ot 
poor planning. But I had gained the 
ourage to refuse suc h a program spot 


at anv future meeting. 


Lack of cooperation by distributor 
top executives: Most common evi 
dence of this is when responsibility 
for making arrangements for meet 
ngs is delegated to some underling. 

Is embarrassing to the man 
facturer salesman, and it signals to 
the distributor’s organization that the 
meeting is not important. The meet 
ng “loses caste’ and is not enthu 
It a line s 


¢ 


siastically supported. 
worth handling by a distributor, 

rates attention and helpful coopera 
tion in planning a sales meeting 

unless, of course, the distributor 
knows that the manufacture! repre 
sentative is not capable of conducting 
a worth-while meeting. In this case 
t would be better not to schedule a 
meeting, rather than to “walk off” 
and leave the meeting to languish for 


lack of top-brass interest and support. 


Lack of punctuality and control of 
meeting: I-nlightened distributor man 
agement will not tolerate lateness. 
No manufacturer should permit his 
representative to be subjected to such 
treatment either. This is assuming 
again, that the speaker is competent. 
which is solely the responsibility of 
the manufacturer’s top management. 
A manufacturer, whose representa- 
tives cannot conduct a_ creditable 
meeting, should not attempt to torce 
a sub-standard meeting even on his 
weakest distributor. 
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Inadequate meeting facilities are 
provided: Cramped, dark, dirty, un 
i facilities 


comfortable mpose un 
obstacle on the audience 


warranted 
which shes to learn. and on the 
speaker | must hold its attention. 
A\llowa: 


when fistri 


av sometimes be made 
ifors do not have a sult- 
room. In these Cases, 


distributor 


able meeting 
the considerate and smart 
ge to hold the meeting in 


some ot} piace TO eX unple, na 


hotel room, ot lodge room, 


Too little time is allowed for thor- 
ough presentation: It is as much an 
or the distributor to allow too 
a manufacturer repre 
present his story, as it is 
epresentative to talk too 
nsideration of the distribu- 
manutacturer representa 
will help 
conside bly to correct these SIX 
faults 
Let's ee 
has to 


sms of Sales meetings: 


ting the meetin 


what th S same 
about 


booklet 


distributo crit 


Most meetings are too long: ‘This 

s the direct esult ot lack or training 
\ well-organized 

s likely to end 

question-and-answe1 

lanned as an extra 

is long 


manu 


Factory personnel is improperly 
trained: ‘This is the x of the whole 
< ibie + \l he othe SIX most 
ommo 1 ! omplaints 


training 


never seen 


re] 


presenta 


seen 


know 
kind of 


do ng 


il observation what 

epresentatives are 
tal work? Mavbe it’s 
time to find out 


technical: 
to happet 


Talks are often too 
This is more likely 


the meet . 


when 
conducted by factory 
WW hen t 


by field representatives. 


is conducted 

Usually a 
field man is accustomed to talking to 
distributo 


language ‘i 


“experts = than 


men and he speaks their 
\n easy way to correct this 
fault is to have this “technician” re- 
an experienced member of 
department before permit- 


hearsed by 
the sales 
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ting him to conduct a meeting. 
idea to have the lo al 
distr buto 


tory by a ta 


a 2ood 
sentative present at any 
meeting held in his te 


tory man. 


Too little emphasis on applications, 
too much time on irrelevant material: 
After a distributor salesman has been 
told about the product, the next thing 
he wants to know is how it is used 


Make certain 


that vour representatives are equipped 


and where it ts used. 
with this tvpe of information, or vo 
are heading for some justifiable dis 


tl butor gripes. 


Questions are not encouraged: 
It’s not enough to say that a ‘riod 
Ww ill be set aside for 
erably at the close of the 
The men should be 


question-and-answer discussion. Some 


questions (pret 
meeting 
drawn into a 


manufacturer salesmen stin ulate 


their audience by planting a few good 
questions. This encouragement mas 
start a flow of queries, which the 


speaker may find it difficult to stop 


Advance outline of meeting is not 
submitted: [Distributors who are con 
siderate of salesmen’s time have found 
that i 


who has an outl ne ot his meeting is 


manufacture epresentative 
less likely to repeat himself and waste 
time. 


Inadequate planning of visual aids, 
samples and appropriate literature: 
This is probably the fault of the 
manufacturer rather than of the rep 
resentative—unless ) ops” are avail 
able but are not used by the repre 
This is unlikely to happen 
Manutacture has 


trained and rehearsed his representa 


sentative. 
I the proper] 
tives in staging a good meeting. Don't 
underestimate the ability and inge 
nuit needed to create a meeting re 
which will impress and inst 


men, Your 


} 
tives ; vertising 


sales execu 
department 
must get into show business if you 
sales meeting is to stand up against 
othe 


are competing tor vour 


which 
distributor 


salesmen’s interest and sales efforts. 


manufacturer meetings 


The average number of sales meet 
ings held by distributors is 20 a vear. 
Since most distributors represent 
than 20 
means that there aren't enough meet 
The result is that 
some manufacturers are left out. 

The smart distributor usually in 
cludes on his schedule of 


more manufacturers, 


ngs to go around. 


meetings 
those manufacturers who habitually 
conduct “good” meetings and omits 
those who do not. It’s a case of the 
survival of the fittest. Any manu 
facturer who follows the pointers in 
this article will survive on his dis 
tributors’ meeting schedule. 


NOW SERVING OVER 


216,300 tomes 


IN OKLAHOMA! 


*June 


annel 


OKLAHOMA City 


) 
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Our Dieting Millions: They're Playing Hob 
With the Food Industry 


(continued from page 27) 


of firms that specialize in the manu 
facture and distribution of what are 
now called Dietetic foods (formerly 
known as Health foods) entered the 
market because of personal or family 
experience with diabetes. 

There are no statistics on the num 


ber of persons who diet because they 


have heart disease, but there are a 
great many of these dieters. It is rec- 
ognized that there is a relationship 
between nutrition and heart func 
tion. The American Heart Associa 
tion conducts programs of research, 
education and community service 

in all of which weight control is con 
sidered. A great deal of valuable in 
formation on this subject is encom 
passed in the organization's booklet, 
“Food for You Heart.” 

The extent of the demand for such 
ntormation is indicated by the fact 
that 40,000 copies of the booklet 
available only to doctors, or to thei 
patients on written order of thei 
doctors) have been sold at 25 cents 
each during the nine months if has 
been in print. 

Prepared by the Department. of 
Nutrition of Harvard University, 
inder the direction of the nutrition 
st, Dr, Frederick J. Stare, the man 

covers the treatment of obesity, 
by lowering the caloric intake. and 
the treatment of hypertension and 
edema by lowering the sodium intake. 


Diets for Heart Cases 


It provides a great deal of techni 
al information on the sodium con 
tent of foods explaining, for example, 
that salt is the main source of sodium 
n the diet, but that it is also present 
n other foods, such as baking pow 
der, and in some materials used in 
food processing. The booklet also 
gives sample menus and recipes. Of 
special interest is a table giving the 
sodium content in public water sup 
plies. It lists four salt substitutes, 
and gives names and addresses of 19 
packers of low-sodium products. 

Evidence that the number of pet 
sons warned by their doctors to re 
strict their intake of sodium comes to 
us indirectly, but it is. certain that 
the number is large, and that it is 
necreasing, 

Until recently there were no cook 
books for this group. Now there are 
at least four, and more are being 
published. Both general and health 


92 


magazines publish articles on low- 
sodium diets. (Sometimes these are 
called “low-salt” diets, since much of 
the sodium we consume is in the form 
of salt.) 
that the low-sodium dieters have now 
attained the status of a well-defined 
market is the current advertising ap- 
proach of the California Fruit Grow 
ers Exchange in behalf of Sunkist 
lemons. In addition to regulation 


copy recipes, suggestions for sum- 


Most convincing evidence 


~ 


there is 
also the offer of a booklet, “Pointers 
for low-salt menus,” in a “box,” with 
a couple of paragraphs headlined: 
“Low-Salt Diet?” (in one instance ) 
and in another, “When the Doctor 
Says: Cut Down on Salt!” 


mer uses for lemons, etc. 


Canners Are Active 


That the subject is of intense in 
terest to canners is indicated by the 
prominence given it in various reports 
furnished to its members by the Na 
tional Canners Association. In a 
booklet entitled “Dietetic Canned 
Foods,” issued by the Association this 
vear, canners are told the “why” of 
the diet: that in diseases of the heart 
and kidney, and in cases of hyperten- 
sion, improvement has been brought 
about by low-sodium diets. Prepared 
by the research laboratories of the 
association, the volume is a handbook 
on low-sodium canning. 

Though not conclusive, there may 
be some significance in the ratios of 
space given to the subjects of weight 
control, diabetes, and salt-restricted 
diets in a booklet, “How to Diet 
Delightfully with Diet Delight 
Brand Foods,” put out by Richmond- 
Chase Co., of San Jose, Cal. This 
large cannery produces regular, as 
well as dietetic lines, but is a large 
specialist in the latter field, with na- 
tional distribution for its Diet De- 
light brand, as well as for its Heart’s 
Delight non-dietetic line. 

Another weather vane is the special 
literature issued to those on low- 
sodium diets by Chicago Dietetic 
Supply House, Inc. An order blank 
for mail customers lists 60 items 
(some duplicates, but in containers 
of different sizes). It also lists three 
cook books, two priced at $3, and one 
at $2 

Another leaflet, “CELLU Dietary 
Products for Salt-Restricted Diets,” 
ontains short descriptions of more 
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than 30 different products, with illus- 
trations, and “Cautions (Supplement- 
ing Physician’s Instructions ).” 

Balanced Foods, Inc., a large dis- 
tributor and manufacturer, features 
under the firm’s own name a line of 
salt-free canned vegetables and juices 
and a salt-free vegetable soup. 


Low Sodium, High Sales 


Salt-free and low-sodium processed 
considerably more expen- 
sive than their seasoned counterparts. 
(A study of the safeguards which 
must be taken in the manufacture of 
these foods explains the price differ- 
ential.) Except for the strain on his 
purse strings, the low-sodium dieter 
should not fare too badly. There are 
a number of special no-sodium sea- 
sonings on the market now, including 
four salt substitutes listed by name in 
the booklet, mentioned above, pub- 
lished by the American Heart Asso- 
ciation. It also lists 18 other manu- 
facturers of products such as low- 
sodium milk (Mead Johnson & Co. 
and Phenix Foods Co.) ; two milk 
substitutes (Upjohn Co, and Wyeth, 
Inc.) ; baked goods and cereal prod- 
ucts (National Biscuit Co., Venus 
Jaking Co., Kellogg Co.). The Hil- 
som Corp. has a line of low-sodium 
meats. S. S. Pierce & Co. makes salt- 
free peanut butter. Van Camp Lab- 
oratories produces three brands of 
tuna for this market. And many can- 
ners have entered this field. 

The foregoing is not intended as 
evidence that the number of low- 
sodium dieters is aS great as those 
who diet to reduce. It is apparent, 
though, that the number of persons 
who have to restrict their sodium in- 
take has grown rapidly in_ recent 
vears, with the result that informa- 
tion on the subject has probably not 
kept up with the demand for it. 

If doctors continue to put patients 
on low-sodium diets, this market will 
become more interesting to members 
of the food industry. Here’s some- 
thing to think about: Perhaps some- 
thing will be discovered which, when 
taken by the patient, will counteract 
the adverse effects of sodium on his 
system, something comparable to the 
insulin that permits the diabetic to 
eat starches and sweets. If this should 
happen, life would be easier not only 
for the victim of heart trouble and 
hypertension, but for the person who 
shops for him and prepares his meals. 

So much for a broad look at dieting 
as a “movement.” In a_ succeeding 
article in the next issue of SALES 
MANAGEMENT, we shall report on 
what’s happening in several of the 
ndustries most vitally affected. 


foods are 


SALES MANAGEMENT 


How high can a 
subscription 
renewal 


percentage go 


Some circulation experts say a publication can never expect the 


subscription renewal percentage to go above 85%. Deaths, retirements and 
similar changes in the reader’s status prevent it 


Even with this margin, however, the renewal percentage of many publications is far below 


ceiling. Circulation managers know that these other losses, bad as they 


are, point to something much more serious. They'll tell you dissatisfied subscribers usually quit on 


a publication before the subscription expires, often months earlier. 


Disappointed, they just let the subscription run out... 


And all that time their value to the publication's advertisers is practically zero. 


To some circulation managers, life... for that reason...is one sad moment after 
To others ... well, consider the case of SALES MANAGEMENT?’s circulation manager . 


31, 1952) shows 


another. 


The latest available A.B.C. statement (for the period ending December 


81.3% renewals... 


in a vocal sort of way. 


highest in the sales and advertising fields. Our C.M. is beaming with joy 
says he, “and we’re still moving up.’ 


“Got my eye on that 85% 


SALES MANAGEMENT, he adds, (with a sheaf of A.B.C. statements in his hand) is doing the best job 


of holding readers’ interest for advertisers. “We keep our advertisers’ audience well stabilized. They 


don’t have to introduce themselves to a brand new group of prospects year after year.’ 
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Structo-Lite to Alter 
“Sot” Building Habits ? 


U. S. Gypsum's new sandless plaster is lighter in weight 
than the traditional product, much more fire-resistant. 


The Chicago test campaign reveals great sales potential. 


United States Gypsum Co. has been 
quietly engaged, during the past tew 
months, in an expansion program ot 
wide mportance to the plastering 
industry. It has marketed 
of such importance as to break the 
quietude with a healthy holler that 
has set the 5,000-year old plasterer’s 


heels. 


a product 


trade rocking on its gritty 
The new product: ‘“Structo-Lite,’ 


i ready-mixed perlite and gypsum 


plaster, without sand, which reduces 
the weight of plaster in walls and 
506, and greatly 


t lings HW reAases 


their fire resistance. 


Why it was developed: After 500) 
enturies building experts were faced 
vith the increasing problem of get 
fing the extra steel it takes to carry 
the weight of sanded plaster. 
years 


Research men have — tor 


sought wavs fo lessen the weight ot 
plaster, but nothing could match the 
microscopic edges of — sand 
holding and 
\Ieanwh le, thous 


ontinued 


les tor bind ny 

n plaster. 

oft work ny pl isterers 
complain of their aching backs. 

far back as 1948, U.S. Gypsum 

that per] te (pure volcanic lava) 

was an ideal substitute for sand in 

plaste They knew that sand had 

to be mixed in exact amounts or the 

plaster would crack, finish rough and 


wr give a lasting surtace, It Was 
ilwavs difheult for architects and 
builders to have consistent control 
ver materials which are proportioned 
ind mixed on the job. To complicate 
things further, good plastering sand 


has been difhcult to find. 


How it was developed: The com 


pany bought perlite deposits and 
moved into the first stage ot market 
n 4948, atter analyzing the 


materials and 


research 
wWailability of raw 
tacilities for processing. 
USG learned that 
lava is found in the mountain areas 


pure voleani 


west of the Mississippi only, and that 


it had lain there ignored as long as 
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time itself. ‘They found a plentiful 
supply but confined their efforts to 
Lovelock Nev., and Grants, N.M. 
‘The lava did not have to be mined; 
t could be taken from the surtace of 
the earth, then ground into pieces the 
size of a match head for shipping. 
One carload 
comes 10 to 12 carloads. Here’s how: 
\ raw piece ot perlite contains trom 


atter processing, be- 


two to four percent water. And when 
it’s put into perlite “poppers,” or ex 
panders, and heated to about 1600 to 
1Z00 degrees Fahrenheit, it 


like popeorn and looks like it. 


Lad ” 
pops 


How it was introduced: With pre- 
liminary research accomplished, U.S. 
Cjypsum thought the picture for a na 
tional perlite looked 
good in '48—on paper and through 
Still unanswered 


promotion of 


preliminary testing. 


was the question of shipping and 
processing Costs. 

USG selected Chicago for product 
development and test marketing, for 
two reasons: the company’s research 
its East 


plant Was near one 


laboratory was located there; 
Chicago (Ind. 
of the most important plaster markets 
inl the U.S. 

The first bags of Structo-Lite were 
tested by a plastering contractor who 
had little idea of what the company 
had in mind for the product. “All I 
know is, it works beautifully,” he 
said. The company asked other con 
tractors to try it after the laboratory 
had turthe: 
and mixing. It worked even better. 

Between 1948, when it was first 
tested, and November, 1952, the de- 
mand for Structo-Lite in the Chicago 
area soared, mostly through word-of- 
Pleased at such 
tremendous acceptance of the prod 
uct, U.S. 
cautiously. 

Without fanfare, the 
stalled perlite expanders in five othe 
bases for the 
at 21 of its 45 plants 
strategically located near major mat 
country. By 


improved the processing 


mouth advertising. 


Givpsum began io move 


company in 


plants; set up supply 


new product 


ket areas across the 


October, 1952, its advertising and 
yublic relat ons counsel, Fulton, Mor- 
issey Co. (Chicago), had a complete 
eadiness, 


, 
! 
promotional campaign in 
designed to reach every one in the 
country who was interested in plaster. 

Then the whole progran from 
raw materials to promotion was 
double-checked by U.S. Gypsum top 
management. 

The Chicago test was a whopping 
success, and there were indications 
that Structo-Lite would be a national 
Management felt that 
prod t and a 


SUCCESS, Too, 
they had 
promotion to mate h it. 


a superiol 


Letters from USG's merchandise 
manager in charge of plastering ma- 
terials went out to all tield salesmen, 
ind managers of the company’s dis 
tricts throughout the country called 
sales meetings to announce the new 
officially weeks before the 
promotion to the public started. Sales 
men felt that the new product was a 
filling a long-standing 


product 


“natural,” 
need. 


Publicity Timing 


“T)-Dav” for the 
Structo-Lite was timed fo 


laune hing ot 
publicity 
releases to go out to newspapers Oc- 
tober 30. This plan was scheduled to 
ime stories broke in 


Double 


were 


hit at the same 
the building trade 


spread color advertisements 


press. 
scheduled in the same magazines, and 
giant broadsides were n tiled fo con 
tractors, 

Direct mail 

advertising and public hit 
a big splash. The entire first 
course was angled at the convenience 


SO) pound b igs 


point-of-put hase 
pieces, 
with 
ot handling to which 
vou add only wafer to get a correct 
mix); to lightweight (half as heavy 
resistant 
ke home 
crafts 


as sanded plaster), extra tire 
and other advantages that st 
fo contractors, ar hitects id 
men, 

USG salesmen timed the major 
calls to the day the promotion was 
launched. Within four months 
of Structo-Lite in one major market 


month over the 


sales 


area doubled each 
previous month for a tourtold gain. 
Nationwide, first quarter figures tor 
1953 showed sales more than doubled. 
Company officials believe that “this is 
only the beginning.” 

U.S. Gypsum, with 50 vears of ex- 
perience in developing unusual uses 
for gypsum and hundreds of other 


product developments, is currently 
devising new plans for perlite. A com- 
pany that produces so many different 
building products is apt to come up 


with anything. 
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Retail Sales Forecast for August, 1953 


Re tail sales in 
ibly total 


$14.0 
} 


ibove the level ot 


August will prob 
billion, about 4 
August, 1952. This 
ggest a slight weakening of the 

n the first 
h sales ran 


vill su 
brisk pace set by retailers 
half of the vear, in whi 

ibout 6% ahead of last vear. In large 
part this reflects the sottening ot the 
market for appli 
which are put to 
last 


components of re 


and 
hard 
ecord any percentage gains ovet 
vear at all. Othe: 
tailing, such as food and apparel, con 


automob les 


ances now 


tinue to chalk up moderate but sig 
volume sales 
makers and 


in fact currently viewing 


nificant unit 


last vear. Clothing 


gains in 
ovel 
etailers are 
with enjoyment the most favorable 
marketing situation nce the buy ng 
boom of 1950-1951, Summer sales ot 
apparel, part cularly sportswee ere 


wood enough to give a real 


to boost manufacturers’ plans for the 
fall season, 

The lag n the hard goods sales pic 
howeve Is of ovel all 


ture, greate! 


significance, and lends a somber note 
to retailing perspectives tot the bal 
ance ot the Vea 
mark still centers about the ability of 


automobile retailers to dispose ot the 


The big question 


mounting number of new cars 
ing out ot Detro t. 


Among those states reporting bet 


pout 


ter-than-average performance tot this 
\ugust as opposed to August of 1952, 
are: California, Florida, Indiana, 
Kentucky, Michigan, New Jersey, 
and Ohio. 

The leading cities, 
city-national index well 
age, are: Paducah, Ky., 115.5; River 
side, Cal., 115.3; York, Pa., 115.2: 
Jackson, Mich., 114.7; Flint, Mich., 


with a 
above avel 


those 


112.9; Portland, Me., 112.3; 
Beach, Cal., 112.0; Evansvil 
112.0; Los Angeles, Cal. 
Royal Oak-Ferndale, Mich., 111.3; 
Bloomington, Ill., 111.2; Albuquer- 
que, N. M., 110.9; El Paso 
109.9; Fort Wayne, Ind 
Santa Barbara, Cal., 109.3; 
field, Ohio, 109.2: Pontia 
109.0; Hempstead ‘Township 
109.0; Muskegon, Mich 
‘Tucson, Ariz., 108.6: Pasad 
108.6; San Bernardino, Ca 
Chattanooga, Tenn., 108 
Mich., 108.0. 


| C\ds, 
109.5; 
Mans 
Mich., 
N.Y., 
108.9: 


Lansing, 


* 


Sales Management's Research Depart- 
ment, with the aid of Market 
Inc., maintains running char 


Statistics, 
ts on the 
business progress of han 200 of 
the leading market 
try. Monthly data which are used in the 
include bank debits 
collections, Department of Commerce sut 
independent store sales Federal 


Bank reports on department store 


more t 
centers of the coun 


measuring sales tax 
vevs of 
Reserve 
sales 
The retail 
herewith cover the 
for all retail 
Bureau of the 
directly 
estimates of retail 
SM's Survey of Buying Powe 
Three 
the first 
1939 Dhis figure 
othcial 1939 


vauging the 


sales estimates presented 
expected 1 if 
activity as detined by the 
Census The 


with 


nhgure 


figures are 


comparable similar annual 


sales as published in 
Figures fre Given 
Citv Index 
ties back d ctly to the 


Index 
being 1953 vs 


Census and is iluable for 


long term chang 1omat 


RETAIL SALES TRENDS 
1929-1953 


month 
vourg 


Billions of $ per 
yiwow sed ¢ 40 


* 
* 
*e 


| 
| 
| 


*e, _ eee 1.6%, 
Sh eel TTT biel | be *enee* °, 


| 


Sales Adjusted | 
for seasonal and price change 


Copyright 1953 Sales Mo 


| 
| 
| 
| 
1 


ee 


reflects a change in the 


1950 and 1951 


Department of Commerce definition of retail sales to include sales 


reflecting a 4% The break between 
1935-39 


amounts to $7.5 billion when adjusted as shown above. 


Retail sales in August will total $14.0 billion 


| 


gain over August 1952. This volume of sales, in terms of 


dollars ot outlets going out of business during the year. 
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* PREFERRED * 


Stamford has been a preferred cits 
in this High Spot list every month 


for eight vears. 


Preferred by its families because 


of the stability of its industries 


and high wages. Family income 


is $8,282 6307 above national 


average and first among the 200 


largest cities of the country. 


Preferred by advertisers because 
they get bigger returns for their 


money. 


The Stamford Advocate is the pre- 
ferred way to reach this preferred 
market where top buying income 


means more sales—more profits. 


STAMFORD ADVOCATE 


Stamford, Conn. 


Represented by The Julius Mathews 
Special Agency, Inc 


You Always Get More 
In MIDDLETOWN 


Again Connecticut's per family 
food sales of $1,210 topped every 
state in the nation... 38 
the U.S 
Avain the Greater Middletown 
Market (Middlesex County) rated 
even better, with family food pur- 
chases averaging $1,253, for a total 
of $24,814,000... 2500 above 1951. 


above 


average. 


You Always Get More 
In The Middletown Market 
19.800 families with SI131.- 
spent $89,568,000 
1952. 


where 
291.000 income 
for retail 
Its a market can count on 
... Just as you ean count on the 
Middletown Press to reach its 
70,600 people. No combination of 
incoming papers 
come anywhere near equalling the 


voods in 


vou 
non-local can 


, or re 
coverage of Press. 


i 
THE MIDDLETOWN PRESS 


» MIDDLETOWN, 


ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain ot 300% over the same 1939 
month. In Canada the year of com- 
parison is 1941, the most recent year of 
othcial sales Census results 

The second “City Index, 1953 
vs. 1952,” is similar to the first except 
that last vear is the base vear. For short- 
than the 
first, and the two together give a well 
rounded of how the city has 
since the last 


figure, 


term studies it is more realistic 


picture 
grown Census year and 
how business is today as compared with 
last vear 

Phe third column, 
1953 vs. 1952” 
change to the total 
same period 


“City-National In 
relates the 
probable national 
A city may 
a sizable gain over the 
vear, but the rate of 
more than that of 
column 


dex, city’s 
change for the 
have this month 
same month last 
gain may be less—or 
the nation. All 
above 100 indicate cities where the 
change is more favorable than that for 
the U.S.A. The Cityv-National Index is 
derived by dividing the index figure of 
the city by that of the nation 

The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
month. Like all 
what is likely to happen in the future, 
both the dollar figure and the resultant 
figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
dollar estimates for the 
trend, and 


figures in this 


projected estimates of 


inde x 


is made in the 


expecte d seasonal evclical 
movement 

The index and dollar figures, studied 
valuable informa- 


tion on beth rate of growth and actual 


together will provide 
size of a city market 
These exclusive estimates are fully pro 
tected by They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, IN¢ 
Suggested Uses for This Data 
a) special 


copyright 


include 
advertising and promotion 
a guide for your 


revis 


drives in spot cities, (b 
branch and district managers, (c 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and foré 
their alibis, f 
where drives should be lo« alized 

1 Pre-Release Service Is Available. 
SM will mail, 10 days in advance of pub 
lication, a mimeographed list giving esti- 
mates of retail sales in dollar and index 
form for the 200-odd cities. The price is 
$1.00 per year 
%& Cities marked with a star are 
ferred-Cities-of-the-Month, with a_ level 
of sales compared with the same month 
in 1952 which equals or exceeds the na 
tional change 


stalling determining 


Pre - 


RETAIL SALES 
(S.M. Forecast for August, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs August 
1939 1952 1952 1953 


UNITED STATES 


408.3 13987.00 

Alabama 
Birmingham 

% Gadsden 
Mobile 
Montgomery 


430.4 99.9 

-- 5168 104.8 
- 487.6 103.2 
382.9 989 


RETAIL SALES 
(S.M. Forecast for August, 1953) 


City 
Index 
1953 
vs 
1939 


Arizona 
Phoenix 
we Tucson 


Arkansas 
Fort Smith 
Little Rock 


- 451.6 
. 447.6 


California 

w Bakersfield 
Berkeley 
Fresno 

% Long Beach 

% Los Angeles 
Oakland 

Ww Pasadena 

ww Riverside 

% Sacramento 

% San Bernardino . 

% San Diego 
San Francisco 
San Jose 

% Santa Barbara 
Stockton 
Ventura 


Colorado 
Colorado Springs 
Denver 


Connecticut 

% Bridgeport 
Hartford 
Middletown 
New Haven 

% Stamford 

w Waterbury 


Delaware 
% Wilmington .... 


City 
City Nat'l 
Index Index $ 
1953 1953 (Million) 
vs vs August 
1952 1952 1953 


District of Columbia 


Washington 386.0 


Florida 

w Jacksonville 

*® Miami 

% Orlando 

w Pensacola 

W% St. Petersburg . 


396.0 
510.3 
466.2 
465.7 
472.8 
478.9 


Georgia 

% Atlanta 
Augusta 
Columbus 
Macon 

% Savannah 


Hawaii 


w Honolulu 422.0 


SALES 


97.1 


106.6 
109.9 
110.7 
109.8 
107.0 
110.2 


104.2 100.2 
101.7 97.8 
99.1 95.3 
9.5 94.7 
106.1 102.0 


105.6 101.5 27.39 


MANAGEMENT 


RETAIL SALES 
(S.M. Forecast for August, 1953) 
City 
City Nat'l 
Index Index $ 
1953 1953 (Million) 
vs August 
1952 1952 1953 


The PORTLAND, MAINE Market 


is a Nine County Sales Area 


These nine southern counties ... with 1059 busy plants 


Idaho 


Boise .. 


° * 
IIlinois 
% Bloomington 4 360.9 115.6 
Champaign 
Urbana . 397.5 96.9 


... provide 76% of Maine’s industrial payrolls. 


NINE COUNTY °o OF 
te Chicayo ...... 333.9 106.6 102.5 AREA STATE STATE 


a a ae Population 554,700 900,600 62 
160,550 253,900 . 63 


peor vsosss 2028 1036 996 $760,644,000 $1,174,245,000 65 
4,739 4,625 

548,382,000 869,239,000 63 

170,467,000 264,274,000 65 


No. of Families 


Total Income 
fe Rockford ..... 9.5 105.3 


% Springfield . 7.6 103.5 Per Family Income 


—_oo Total Retail Sales 
w Evansville .. 6 5 112.0 5.8 

we Fort Wayne ... 109.5 8.7 Food 

de Gary .0..020+. 4766 7 107.4 


% Indianapolis 7.7 103.6 
% Muncie os on 59 101.8 


General 


% South Bend 
Terre Haute .. 32 


lowa 
Cedar Rapids .. 
Davenport ..... 334.5 


102.1 
95.0 


Merchandise 
Furn. & Hsld. 
Automotive 


Drugs 


43,339,000 
26,713,000 
85,576,000 
13,298,000 


73,043,000 
40,456,000 
143,111,000 
20,805,000 


59 
66 
60 
64 


w% Des Moines 
Sioux City 
Waterloo 

w Dubuque 


Eating & Drinking 31,458,000 
43,783,000 


37,878,000 


38,277,000 82 
51,533,000 85 
58,316,000 65 


Apparel 


Gas Service Stations 


Lumber & Bldg. 
Suppl. 
Hardware 


Kansas 
Hutchinson 
Kansas City 39 2.8 18.8 
w% Topeka. 9.8 3 100.3 
Wichita .... 3 99.4 


21,507,000 
4,494,000 


29,316,000 73 


15,451,000 29 
Kentucky 


Ww Lexington . 347 6.2 102.1 
Ww Louisville . 9.7 7 100.7 
tw Paducah ...... 605.5 2 115.5 


Liquor Stores 


(Package) 16,371,800 


6,864,500 


24,205,000 68 
7,943,000 86 


Jewelry 
Louisiana 
w% Baton Rouge .. 586.2 109.9 


New Orleans ... 420.0 103.6 
Shreveport . 458.0 103.1 


Where the concentrated circulation of the Portland 
newspapers give you 94% coverage of the city and retail 


trade zone and 52% of the entire nine counties. 


78,164 circulation daily ... 87,243 Sundays. 


PORTLAND, MAINE. 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Maine 
Bangor .. sve awe 98.4 
%& Lewiston 
Auburn . 285.0 109.9 
w Portland .. 290.3 116.8 


Maryland 
w Baltimore .... 356.9 107.0 
Cumberland 279.8 8.5 


Massachusetts 

Boston : . 254.5 102.4 
Ww Fall River ..... 288.4 107.5 103.4 
w% Holyoke - 293.8 1045 100.5 


Lawrence .. 268.6 102.9 98.9 Represented by The Julius Mathews Special Agency, Inc 
Lowell ..... 349.0 101.4 7.5 
Lynn ....e.-. 286.3 1016 97.7 


AUGUST !, 1953 


NATIONAL ADVERTISERS RETAIL SALES 


(S.M. Forecast for August, 1953) 


SAY SO no 
City City Nat'l 


Index Index Index $ 
In 1952 national advertisers placed 1953 1953 1953 (tition) 
1,249,738 | . { lvertising i vs vs vs ugus 
49,6500 lines of advertising in 5959 1982 1952 oe 
the Berkshire Evening Eagle. 


That's quite a record, especially 


Michigan 


for a six day newspaper that does te Battle Creek .. 
not take liquor advertising. we Bay City .... 
> w Flint .... 
With of 
< 


an annual income more we Grand Rapids .. 
than $208.000,000, a 16° gain over %& Jackson 


1951, advertisers can tell their > ee 
eze w& Lansing 


story in the most responsive mass #e Muskegon 
market in the state with more sales % Pontiac 
w Royal Oak 


. 7 Ferndale 
politan market, with the assurance te Saginaw 


per family than any other metro- 


that they will sell more. 


Minnesota 
The Berkshire Eagle, covering Duluth 
RETAIL SALES Minneapolis 
(S.M. Forecast for August, 1953) St. Paul 
City 
and surest way to sell in this top- City City Nat'l 


1006e of the city homes and 70% 

of the entire county, is your best 

; : Mississippi 

spending market of 134.200 people. Index Index Index $ pretroine PP 
1953 1953 1953 (Million) 


vs vs vs August 


THE BERKSHIRE 1939 19521952 een 


Kansas City ... 


E A Massachusetts (cont.) St. Joseph .... 
St. Louis ..... 
woe ot eee ee . retard 
Pittsfield ... 282.2 999 96.1 5 “ 
PICTSOUELD, OAASS. we Salem ....... 333.1 1051 1011 ateat 
Represented by ww Springfield . 294.1 106.9 102.8 ontana 


The Julius Mothews Special Agency, Inc w Worcester ..... 333.8 105.2 101.2 — 
Great Falls 


Nebraska 
%& Lincoln 
Omaha 


New Hampshire 
IN AUGUST Manchester .... 312.1 102.3 98.4 
Nashua ..... 281.2 98.5 047 


The retail volume of Passaic-Clifton, N. J. will total CORNING Families 
better than $15,000,000 this month . . . an increase Really BUY 


of 5.4°/, over August of last year, according to Sales 


Management forecasts. For the ninth consecutive Sales 36° above Average 


month, Passaic-Clifton is ranked as a ‘preferred With an income of $6099 . . . $1013 
“py! above the national average, Corn- 
city . ing families live well . . . spend well. 


If you're looking for increased sales in August, your With such industries as Corning 


: : —— Glass, Ingersoll Rand, Westinghouse 
best buy in North Jersey is Passaic-Clifton and The and others at full blast, purchasing 


Herald-News . . . the North Jersey newspaper with power is high the year ‘round. 
the largest circulation in Bergen and Passaic Counties. The Evening Leader is the only med- 


ium providing complete coverage of 
this $96,394,000 market. 


q Send f Wey: i 
THE HERALD-NEWS ve Bars. ec 
OF PASSAIC-CLIFTON, N. J. . 
New York General Advertising Office—James J. Todd, Mgr. The Evening Leader 
CORNING, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc 


15 West 45 Street, New York 36, N. Y¥.—Columbus 5-5528 


SALES MANAGEMENT 


SINCE WHEN 


did a newspaper become an ade- 
quate advertising medium of a 
market with a coverage of 


4.07% 


11.16% 
? 


* 
Don't accept claims . Look at 
the figures! Look at the Market! 


ONLY 


THE SALISBURY POST’ 


San sbu/¥> North Carolina 


covers the great, growing 


Salisbury-Rowan 
Market 


read daily and sunday in 16,500 homes 


Altoona, Pa. 
is a good 


TEST MARKET 


-+.@s many important 
factors PROVE! 


It's well isolated from other cities 
't has typical distributive outlets 
Its citizens have average incomes. 
It ha splendid mixture of indus 
try and farming 

It has excellent year-round stabil 
ity and a good record as a test 
city 

Also, the Altoona Mirror is a co 
operative evening newspaper. It 
completely blankets the market. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 
RICHARD E. BEELER 


Advertising Manager 


Fltoona 
Mirror. 


AUGUST 


RETAIL SALES 
(S.M. Forecast for August 


City City 
Index Index 
1953 1953 
vs vs 
1939 1952 


New Jersey 
w% Atlantic City 
w Camden 
w® Elizabeth 
w Jersey City 
Hoboken . 
we Newark 
Ww Passaic-Cliftor 
w® Paterson 
Trenton 


New Mexico 
w Albuquerque .. ® 


New York 

® Albany 
Binghamton 

% Buffalo 

® Elmira 

% Hempstead 

Township 

Jamestown 
New York 

% Niagara Falls 

w Rochester 
Rome 
Schenectady 
Syracuse 


North Carolina 
Asheville .. . 347.8 98 
Charlotte ..... 494.3 103.1 

% Durham 382.7 1044 

w% Greensboro .... 577.9 109.1 

w® Raleigh ...... 461.4 107.6 
Saebery .ccee M22 99.1 
Wilmington ... 3706 99.4 

w% Winston-Salem . 4143 105.0 


North Dakota 


are o ware 


Ohio 

# Akron 

%& Canton 

*& Cincinnati 

w& Cleveland 

% Columbus 

*% Dayton 

w Mansfield 
Springfield 

% Toledo 

%®& Warren 
Youngstown 


Oklahoma 
Bartlesville 
Muskogee 
Oklahoma City 

w Tulsa 


Oregon 
BOGEN cccccee GOS 
Portiand 378.7 
tw Salem ..... 430.3 


Ps 
Pennsylvania 
Allentown 
Altoona 


1953) 


City 
Nat'l 
Index 
1953 
vs 


1952 


102.3 
104.9 
101.3 


102.3 
104¢ 

101.3 
104.0 


) 


$ 
(Million) 
August 
1953 


TOPHEAVY 
with Sales 


That's the picture 
in Little Falls... 
Sales $13,313,000 
Income $12,454,000 


Here’s the reason! Little 
Falls serves as a shopping 
center for the prosperous 
communities surrounding the 
city. These 30,000 people are 
Little 
retail 


regular customers of 
Falls stores, boosting 


sales “Way over the lop. 


The Times can Channel 
your sales messages into 75‘ ¢ 
of the homes in the entire 
market with maximum = cov- 
erage . . . low cost, and big 


sales volume. 


Little Falls Times 


Little Falls, N. Y. 


Represented by The Julius Mathews 
Special Agency, Inc 


| Big Business 


Sales... 


$210,697,000 


31% of the N. C. Total 
(SM Survey 5/10/53) 


Approximately thi sme percentage 4 tre 
for Total Retail, Gen. Mds., Automotive and 
Drug Sale Just about ONE-THIRD of Nortl 
Carolin general trade activity 
mn this prosperous area, Get » 
sour “A Schedules to work 
and Observer the ONLY 
Sunday newspaper in the entire 


Golden Belt 
115,926 Morning 
124,080 Sunday 
(Publisher's Statement to ABC 3/31/53) 


Counts 


lea tht hy ( 

News and Observer 
MORNING & SUNDAY 

Raleigh, North Carolina 


Rep: The Branham Company 


o west ronan Industrial 
maa nee GIANT 


| Biddeford-Saco is the heart of 


@ NEW HOMES—NEW IN- Maine's top industrial area, York 


DUSTRIES — SCHOOLS 


County ... with more value added by 
aaa” ot manufacture than any other county.* 
} p | These people are good custom- 


@ $81,817,000 SPEND- ers... they enjoy high incomes, 
ABLE INCOME* IN THE , io 21% above the state average, 


Lamy A and spend accordingly. A grow- 
ing, dependable market, with 


purchasing power built solidly 
e oe on diversified industry, steady 
BE YOURS IN THIS employment and high wages. 


RICH AREA! . ° 
The Biddeford Journal, read in 94% 
The Newspaper on the of the homes, is your best introduc- 
INSIDE Is the Only One RETAIL SALES — bi | It" 
That Will Really SELL (S.M. Forecast for August, 1953) tion to a Ig sales program. s your 
for You! City best buy in Maine. 
City City Nat'l 
Index Index Index $ 


Gimes Herald?’ a a a eee Bearer 


NORRISTOWN.) “—""\JOURNAL 


*SRDS Consumer BIDDEFORD, MAINE 
Income Data Pennsylvania (eont.) , a 
tw Chester ...... 3 109.55 105.3 &.4] epresente y 


Represented Nationally By s = The Julius Mathews Special Agency, Ine. 
The Julius Mathews Special Agency 9 1058 101.7 17.40 


W Harrisburg .. 9 1043 100.3 15.95 

Johnstown ose 8 99.0 95.2 8.23 

Lancaster ... 99.5 95.7 8.68 

WwW Norristown .... 3 109.4 105.2 4.68 

. w Oil City ...... f 108.7 104.5 2.20 

. w® Philadelphia ... 365.5 107.0 102.9 227.18 

37 736 166 . Pittsburgh .... 376.1 98.1 94.3 102.85 
$ ' ' . Ww Reading ...... 329.1 1091 1049 14.61 
Scranton ..... 285.3 100.7 96.8 13.04 


PAY-OFF WSN Wilkes-Barre ... 287.5 101.2 97.3 9.66 
SS ee - 325.6 119.8 115.2 


* 1953 Survey of Buying Power 


7.88 


Woonsocket industrial 
workers were paid off to Rhode Island 
the tune of $37,736,166 in Providence .... 292.0 
. SY Woonsocket ... 274.4 
1952—a handsome year's 


payroll statistic if there 


YVSITSISS04 


ever was one. How much South Carolina 

did they spend on your \ gcolumbin 2... S119 
product? Boost your share te Greenville .... 450.0 
on '53 through this 100,- Spartanburg ... 517.2 
000-plus market's one and 


only local daily, the — 


G//7 


Yj 
V1/77 


YY YELL: 


South Dakota 
Aberdeen ..... 461.0 
Sioux Falls . 327.5 


WOONSOCKET + +» for full 
C A l l population, sales 


and income da g 
on these citjff 


Representatives: Gilman, Nicoll & Ruthmen see the y 
Affiliated: WWON, WWON.FM : 
COVERS RHODE ISLAND'S > MADISON, WIS. 
PLUS MARKET \ Represented nationally by 


Buying Power HEADLEY-REED TV 


MMO 


SALES MANAGEMENT 


RETAIL SALES 
(S.M. Forecast for August, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs August 
1939 1952 1952 1953 


Tennessee 

w& Chattanooga 

® Knoxville 

& Memphis 
Nashville 


Texas 
Amarillo 
Austin 
Beaumont .... 
w& Corpus Christi 
® Dallas 
w El Paso 
Fort Worth 
Galveston 
Houston 
Lubbock 
San Antonio 
® Waco 
Wichita Falls .. 


Utah 
Ogden 
® Salt Lake City 


Vermont 
Burlington 
Rutland 


Virginia 

%& Lynchburg 
Newport News . 
Norfolk 

& Portsmouth 
Richmond 
Roanoke 


Washington 
w& Seattle 
Spokane .. 
Tacoma 
Yakima 


West Virginia 
Charleston .... 350.7 
Huntington ... 358.9 
Wheelitg ..... 316.2 


Newport, R. I. 


Where the city is the richest in the 
state and the county is richer than 
the city. 


Market 


Newport's family income of $6,341 
tops every city and county in the 
state . . . $1,070. higher than Rhode 
Island and $1,255. above the United 
States average 

Sell this high-income market through 
Newport County's only daily. 


The Newport Daily News 


Represented by The Julius Mathews 
Special Agency, Inc. 


AUGUST I, 1953 


RETAIL SALES 
(S.M. Forecast for August, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs August 
1939 1952 1952 1953 


Wisconsin 
Appleton 372.3 100.4 96.5 
%& Green Bay .... 334.1 105.9 1018 
Madison ...... 311.4 103.1 99.1 
%& Milwaukee 361.4 105.1 101.1 
408.7 103.0 99.0 
we Sheboygan . 318.9 106.7 102.6 
Superior 99.5 95.7 


Wyoming 
w Casper - 106.4 102.3 
Cheyenne 102.8 98.8 


RETAIL SALES 
(S.M. Forecast for August, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs August 
1941 1952 1952 1953 


CANADA 


331.0 105.0 1000 1013.50 


Alberta 
w& Calgary ...... 5473 116.0 110.5 
w Edmonton .... 558.1 115.0 109.5 


British Columbia 
Vancouver .... 419.7 100.3 
Victoria 403.4 102.2 


Manitoba 


Winnipeg 365.5 103.8 98 


New Brunswick 
% Saint John ... 237.7 105.4 100.4 


Nova Scotia 
Halifax 286.6 98.6 93.9 


Hamilton 5 100.5 95.7 23.90 
London 102.8 97.9 10.91 
292.7 115.3 109.8 21.22 

% Toronto 110.3 105.0 116.06 
% Windsor 277.4 110.6 105.3 13.23 


Quebec 
Montreal 101.7 96.9 
Quebec 324.9 102.2 97.3 


Saskatchewan 
425.1 113.8 108.4 


New 


MARKETING FACTS 
About 


LOS ANGELES 


The Nation's Third Market 
Check The Publication You Want 


POPULATION GROWTH IN LOS ANGELES 
WITH COMPARISON. FREE 


Shows vast present and expected growth of 

Los Angeles and the West 

ULATION OF CITIES AND COMMUNITIES 

OF LOS ANGELES COUNTY. FREE 
Shows past population growth and current 

heluisvics OF COUNTIES IN SOUTHERN 

CALIFORNIA FREE 
An historical record since 1850 

8 Saaseors OF HOME OWNERSHIP IN tos 

ANGELES COUNTY. $2.00 
A colored map showing percent of owner 
occupied dwelling units by census tracts 

Lebaiastie OF HIGH INCOME IN LOS 

ANGELES COUNTY. $2.00 
A colored map showing percentage of families 

[ with incomes over $000 annually by census 

SHOPPING CENTER MAP OF LOS eee 
A current map showing the location and gen 

[ ] eral shape of 129 shopping centers in the 

Los Angeles Metropolitan area 

Your Nome .. 

Your Company's Name 

Address 

City and Zone 


Where there is a charge, send check of 


invoice you for maternal 
Research Department 


LOS ANGELES 
CHAMBER OF COMMERCE 
1151 S. Broadway, Los Angeles 15, Cal. 


ABC Says Paducah 
City Zone 52,016! 


The Audit Bureau of Circula- 
tions on Feb. 11 credited Paducah 
with a city zone population of 
52,016, retroactive to Oct. 1, 1952. 

Previous figure was 36,327. 

Since a_ billion-dollar atomic 
energy plant was started in 1951, 
the Paducah market has grown in 
every way. Put it on your 50,000 
‘national’ list. 


The Paducah Fun Democrat 


29,513 Paducah, Ky. R.0.P. 
ABC Color 
Burke, Kuipers & Mahoney 


. +» for full 


Buying Power 


SALES MANAGER 
FOR NEW COMPANY 


To launch the sale of an outstand- 
ing new exclusive technical product 
scientifically developed and tested 
by a leading organization in this 
field; unique in performance. 


Lifetime opportunity for a man with 
successful record and experience in 
marketing, distributor sales, mer- 
chandising, direct mail. 


Salary commensurate with experi- 
ence, plus share in profits. 


Write giving tull details on your- 
self to Box 2977. 


General Sales Manager 
HEAVY PROCESS INDUSTRY 


NATIONALLY KNOWN western firm, 

selling heavy process equipment 
directly to mining, chemical, and 
related industrial companies, has a 
need for a qualified General Sales 
Manager to assume total responsibil- 
ity for all foreign and domestic sales, 
Duties will include direction of prod- 
uct specialists, sales order group, 
sales promotion and advertising 
manager, and field and export sales 
engineers, 

Compensation: Substantial salary 
and bonus based on performance and 
profit. Engineering education desir- 
able but not essential. Background 
of success in administration of sales 
of heavy equipment to process indus- 
tries required. Our organization 
knows of this opening. 

Write to: Box */¥ Give resu- 
me of industrial experfénce and per- 
sonal history. 


FREE 


CONSTANTLY CORRECTED 
MAILING LISTS 


Manufacturers, Wholesalers, Retailers 
Hotels, Colleges and many others 
ALL LISTS ON PLATES 
WE CHARGE ONLY 
FOR ADDRESSING 
100% Accuracy Guaranteed 
Catalog on Request 


=PELTADDRESS. 


48-01 42nd St., Long Island City 4, N.Y. 
Stillwell 4-5922 


PROVED-EFFECTIVE GIFTS 


Send a gift that will be cher 
ished fo ears! Beautiful 
full-colo lithographs of fam 
ous southwestern paintings in 
23 x 19” mat for framing 
with vour Christmas message 
imprinted c 0 ay 
free Write 
collection and 
, prices. Gerard Delano Sti 
“NAVAJO” Ro vl 1 B. 18th 


Denve ‘ 


Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N.Y. Reprints may be ordered by number. 


REPRINTS 


27 Babies Mean Business, by A. R 


Hahn. (Price 25¢ 


ost of Salesmen in the Field 


Since 1950, by A. R. Hahn 


272—Ten Commandments for Sales 


men, by Jack W 


Phompson Price S« 


Buyers I Dislike! by Ray B. Hel 


Price ( 


270—Canco Now Trains with Seminars 
for Salesmen, by John H. Caldwell 
Price 10c) 


269 Don't Be a Half Failure! by 
Philip Salisbury and Arthur A. Hood 


Price 10« 


268—It's Good Management to Keep 
Tabs on Your Competition, by Richard 
C. Christian. (Price 10¢ 


26 20 Ways to Show Salesmen You're 
the Man to Be Their Boss, by William 
J. Tobin Price 10¢ 


266 Westinghouse Sales Engineers 
How Thev're Picked and Trained, by D 
W. MeGill Price 10¢ 


264—12 Types of Salesmen I Detest, by 
Henry Carlton Jones Price 10 


ow to Prepare a Salesman For 
Promotion to a Supervisory Job, by C. L. 
Lapp. (Price 10¢ 
262—Department Store Membership in 
18 New York Buying Groups, (Price 35c) 


261—Cost of Operating Salesmen’s Cars 
Jumps 6 to 15% over 1950, by R. I 
Runzheimer Price 10¢ 


260—Profit-Sharing Pool Puts Incentive 
Into Industrial Pay Plan, by A. E. Tur 
ner Price 10¢ 


259—When You're the Small Fry in the 
Distributor’s Line, by Louis H. Brendel. 
Price S« 


258—9 Wavys to Irritate a Prospect 
and Lose the Sale Price 10 


257 3 Major Benehts You Obtain 
From Systematic Sales Appraisals, by 
H. J. Sehwartz Price 10 


256—12 Questions about the Forgotten 
Man in Sales: The Supervisor, by L. J. 
Warren. (Price 10¢ 


MISCELLANEOUS REPRINTS 


The fotiowing miscellaneous reprints are 
also available, until present limited stocks 
are exhausted. (Price is indicated.) 


CANADIAN EDITION Survey of 
Buying Power, Mav 10, 1953 Price 


$1 00 


Phe INDUSTRIAL Survey of Buying 


Power—May 10, 1953. (Price $1.00) 


Come Clean With Your Ageney—And 
Get Better Advertising, by James C., 
Cumming Price 4« 


10 Big Benefits You Enjoy When You 
Put Your Policies in Writing. (Price 10c) 


The Three Biggest “Problem 
in Sales Management, by J. O 
Price 10¢ 


Ar as” 


Vance. 


Centaur Finds a Short ¢ 
dling Salesmen’s Expenses 
Price 10 


Key Questions to Ask Salesmen When 
You Revamp Territories, by B. M. Aus 


tin Price 10« 


SHOP TALK When the Call-Report 
Savs “No Sale,” by A. R. Hahn. (Price 


Sc 


P-o-P Cooperative Program Pavs Off 
for Soft Drinks. (Price 1 


\ Second Look at Last Summer's Boom 
in Air Conditioner Sates . P. Bernard 
Nortman. (Price 10« 


Sales Wins a Bigger \ 
Boards, by 


Price 2% 


n Biggest 
iwrence M. 


Company 


Hughes 


New in the Distributive Scheme: the 
Ethical Drug Jobber, | sa Gidlow. 


Price 25¢ 


Trains Sales 
Benefits Price 35 


Snap-On 


Hamm's Gains Ground 
the Beers Price 1« 


Farm Market Sales Tactics That Leave 
Behind, by R. Hahn 


Quotas Far 
Price 25 


Skil Helps ‘em Find It In The Tele- 
phone Book. Price 


How Today's Advertisers Rate Point 
of-Purchase A Report POPAIL Syvm- 


posium, (Price 50 


Do You Treat Canada as Just An- 
other Export Market? (Price 10¢ 


Do Newspapers Really Sell National 
Advertisers? bv James W Egan, Jr. 


Price 10¢ 


THE SALESMAN’S CREED,” by W 

C. Holman. A special reprint made in 
a size and format suitable tor framing 
Actual size: 11%" x 15 On fine rag 
stock; in color. Prices: single copies: $1. 
3 to 11 copies, 75¢ each a dozen 
copies, $6 .. More than 12, 50c¢ each. 


SALES MANAGEMENT 


INDEX TO ADVERTISERS 


Advertising Checking Bureau coeevece 85 
Agency: Harris & Bond, Inc 


Advertising Corporation of America ... 83 


Aero Mayflower Transit Co. am 48 
Agency: Sidener & Van Riper, Inc 


Air Express saws ; 53 
Agency: Robert W Ort & Associates 


Air Force Times ws 34 
Agency: Clinton D. Carr & Company 


Aldeome WMlerOr ..cc ccc cccccccccvccces 99 


American Red Ball Transit Co. 
Agency: Ruben Advertising Agency 


American Weekly 
Agency: Cecil & Presbrey, Inc 


Army Times ‘ ° 
Agency: Clinton D. ae rn peannacel 


Aviation Age 
Agency: Hazard Advortalng 


Bayonne Times . 
Agency: Harvey B. Nelson . ‘eentialen 


Batten, Barton, Durstine & Osborne, Inc. 
Biddeford Journal 


John Blair & Company 
Agency: The M. H. Hackett Compen y 


Buffalo Evening News 
Agen-y: The Moss-Chase Company 


Capital Airlines : 
Agency: Lewis Edwin ete Advertising 


Chicago Daily News 


Agency: Patton, Hagerty & - liva 


Chicago Thrift Etching Corp. ‘ 36 
Agency: Lamport Fox Prell & Dolk, Inc 


Chicago Tribune 
Agency: N. W. Ayer & Son, Inc 


4th Cover 


Chilton Company . 42-43 


Agency: The Aitkin-Kynett Co. Advertising 


Cincinnati Times Star 
Agency: The Chester C. More 


Cleveland Piain Dealer 
Agency: Lang Fisher & Stashowe 


Corning Evening Leader 


H. S. Crocker Company 
Agency: Brisacher Wheeler & Staff 


Gerard Delano Studio 


Agency: Bill Bonsib Advertising hewn y 


Dell Publishing Co. 
Agency: Robert W. Orr & Associates 


Delta-C & S Air Lines ‘ 
Agency: Burke Dowling Adams, ir 


Detroit News ‘ ‘ eb ve 36 
Agency: W. B Sener. & Co 


Emery Air Freight Corporation 3rd Cover 
Agency: J. M. Mathes Inc. Advertising 


Fee & Stemwedel, Inc. . 60 
Agency: MacCowan Advertising 


Florida Times Union : ests 71 
Agency: Newman, Lynde ‘7 Associates 


Flying Tiger Lines, Inc. ; osves 88 
Agency: Hixon & Jorgensen, Inc 


James Gray, Inc. or 
Agency: Hickey & Mur aorne Inc 


AUGUST !, 


Greensboro News Record 
Agency: Henry J. Kaufman & Associates 


The Schuyler Hopper Co. cane 35 


House Beautiful 
Agency: Anderson & Cairns 


.2nd Cover 


The Houston Chronicle , 
Agency: Ritchie Advertising Agency 


Industrial Equipment News 
Agency: Laughlin-Wilson-Baxter & Persons 


Little Falls Times 


Los Angeles Chamber of Commerce 
Agency: Dozier Eastman & Co 


Louisville Courier Journal & Times 
Agency: Zimmer-McClaskey, Advertising 


Lusteroid Container Company 
Agency: Fred H. Ebersold, Inc 


Market Statistics 


McCall's Magazine ; 
Agency: Cunningham & Walsh, Inc 


Middletown Press 


National Broadcasting Company 
Agency: J. Walter Thompson Company 


National Business Publications 
Agency: G. M. Basford Company 


Navy Times ‘ 
Agency: Clinton D ‘ten r & Come any 


Newark News 
Newport (R.1) News 
Norristown Times Herald 


Omaha World Herald eee 
Agency: Allen & Reynolds Advertising 


Orlando Daily Newspapers 
Agency: Hammond-Botts In 


Advertising 
Oravisual Co. Inc. 
Paducah Sun-Democrat 


Passaic Herald News 


Penton Publishing Company 
Agency: Beaumont Heller & Sperling, Inc 


Philadelphia Evening Builetin 
Agency: N. W. Ayer & Son, Inc 


Pittsfield Berkshire Evening Eagle 
Portiand Herald Express 


Practical Builder vin 
Agency: Hal Stebbins, Inc 

Raleigh News & Observer 
Agency: George Warner Advertising 


The Representatives of Electronic 


Products Manufacturers, Inc. . 
Agency: Burton Browne Advertising 


Sales Management 


Salisbury Post 


Agency: The J. Carscn Brantley iivetidne 
Agency 


St. Louis Post-Dispatch : 
Agency: Gardner Advertising Co 


Saturday Evening Post 


Agency: Batten, Barton, Durstine & 
Osborn, Inc 


Sioux City Journal & Tribune 
Speed-Address 


Spill-Stop Mfg. Co. : 
Agency: MacCowan Advertising 


Stamford Advocate 


State Teachers Magozines 
Agency: M. Glen Miller Advertising 


Successful Farming 
Agency: L. E. McGivena & Co In 


Sweet's Catalog Service 
Agency: The Schuyler Hopper Cx 


Tacoma News Tribune 
Agency: The Condon Company 


Technical Service Inc. 
Agency: Charles M. Gray as Associates 


J. Walter Thompson Company 


Town Auto Rental Inc. 
Agency: W. S. Roberts, !nc 


US News & World Report 
Agency: The Caples Company 


Utilization sereeeees R “a 
Agency: Henry J. Kaufman & Associates 


WKOW (Madison) : 
Agency: Madison Advertising Agency, Inc 


WKY-TV (Oklahoma) 
Agency: Lowe Runkle Company Advertising 


WMC (Memphis) ; 
Agency: Simon & Gwynn, Advertising 


WOAI (San Antonio) 
Agency: Wyatt Advertising 


Wall Street Journal 
Agency: Bozel! & Jacobs 


Westinghouse Radio Stations, inc. (KEX) 
Agency: Gray & Rogers Advertising 


Wilson Jones Company 
Agency: Charlies O, Puffer Company 


Woonsocket Call . ° 100 
Agency: Gordon Schonfarber & Associates, Inc 


DIVISION SALES MANAGER 


SALES MANAGER 


Available for NEW ENGLAND 
AREA 31, experienced hiring, train- 
ing, marketing, pioneering, promot- 
ing, merchandising and advertising 
Drug and Builders Hardware fields. 
Reply Box 2975. 


LT TT EO IT se 


Memo to a man who has been let 


ting things go to grass in midsummer: 


“Tonorance of the lawn is no excuse.” 
_ 

Horace Walpole, who coined the 

ould have told us that Seren 

s the daughter of Lady Luck. 


word 
dipity 


Herb Dickson says nothing is evet 
lost by politeness except your seat in 
the bus 

> 

The same correspondent observes 
that nothing makes 
easy to resist as being broke. 


temptation so 


Percy Whiting, of the Dale Car 
Sales sends a clip 
about Super Coola, Super Root Beer, 
Super Grrape, Super Ginger Ale, and 
Super Club Soda . Says that when 
they start advertising Super-This and 
Super-That, a lot of quick readers 
will swear they are advertising soup. 


negie Courses, 


Mention of the word “quick” re 
minds me that I'm voing to miss the 
little news-weekly of the same name. 
It discontinued publishing a month 
or So ago. 


Speaking of publishing, a cousin of 
mine has achieved the ambition of 
many a newspaperman to buy a 
little paper of his own. Jack Thomp 
son, tormer executive editor ot The 
Chester Pa.) Times, has acquired 
the 47-year-old Clifton Forge Daily 
Review, Clifton Forge, Va. Jack will 
be president, treasurer, editor, and 
publisher. His wife Lois will be y P, 
and their daughter, Bicky, will be 
secretary, 


. 

Slogan tor a gold-miner: 

lode ot th hy 
. 

According to the Orlando Morn 
ing Sentinel, a mother hen said to 
her wayward chick: “If vour father 
could see you now, he'd turn over in 
his gravy.’ 
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After saying that the average man 
is proof that the average woman can 
take a joke, the same daily comes up 
with an apt appellation for the per 
paper and_ stuff 
around city streets and parks: “Lit 
terbug.” 


son who throws 


Only way to get the best of an 
argument, Dale Carnegie, said, is to 
avoid it. 


kno ks only 


but Temptation keeps banging on the 


“Opportunity once, 


door as long as you live.”-—Pause. 


Without 


widely 


benefit of quotes, the 
quoted Pipe-Lines litted a 
line from the column which Reader's 
Digest bylined: ‘““The dime isn’t en- 
tirely worthless . it makes a fairly 
good screwdriver.” 


Slogan tor the Riverside Metal 
Co., “Riverside Alloys are Industry's 
Allies.” 

. 

Capsule Caricature: “She’s as thin 

as a Saturday newspaper.” 
. 

“You can’t possibly know how good 
SWP House-Paint is until it has 
home look 
longer than you expected!” 
line. ‘That’s a headline ? 


wonderful 


Head 


made your 


Newest Kasi oO 


Dog Foods has a beat good enough 


recor d release by 


tor dancing, especially if you're That 
Age. One side has “Down, Boy, 
Down” and the other, “Those Dog- 
gone Blues.” 


Bill Carpenter offers a sermonette 
in Edgar Guestian style: 


Is anvone the happier 
Because vou passed his way? 
Does anyone remember that 
You spoke to him today ? 
This day is almost over and 
Its toiling time is through 

Is there anyone to offer, say, 
A kindly word for vou? 


Did vou give a friendly greeting 
To the friend who came along? 
Or a churlish sort of “Howdy” 

As you vanished in the throng? 
Were you selfish, pure and simple, 
As you rushed along your way? 
Or is someone truly grateful 

For the deed you did today? 


Can you say tonight in parting 

With the day that’s slipping fast, 
That you helped a single person 

Of the many whom you passed? 

Is a single heart rejoicing 

Over what you did or said? 

Does a guy whose hopes were fading 
Now with courage look ahead ? 
Did you waste the day or lose it? 
Was it well or poorly spent? 

Did vou leave a trail of kindness? 

Or a sear of discontent? 

As you close your eves in slumber, 

Do you think that God will say: 

“You have earned one more Tomorrow 
By the deeds you did Today”? 


Talent alone cannot make = a 
writer: there must be a man behind 
the book, it savs here. Or a woman, 


huh, Joe? 


Many writers, incidentally, espe 
cially in the newspaper business, re- 
fuse to believe that the plural of 
million is millions. They wouldn't 
think of saving three cat, yet three 
million falls easily from their type 


writers. 


They sav no civilized person evet 
goes to bed the same day he gets up. 


In his house-organ with the pat 
title (.4d-Lib), my old friend, Leo P. 
Bott, Jr., 64 East Jackson Boulevard, 
Chicago, says advertising men and 
women are such sadists! We love to 
kill a widow, murder the King’s 
English, bleed an ad, bury an offer, 
run something till forbidden, keep a 
morgue, lay out a form, cut off a 
head, rout dead metal, split an in 
finitive, take the guts out of an ad, 
feed the hell-box, remove a shouldet 
cut, break up furniture, and call for 
stripping. Contribute others, Leo sug 
gests. How about throttling competi 
tion, kicking the press, knifing the 
schedule or shooting the works? 


In philosophical mood, Marshall 
Pickett says: “Our character is but 
the stamp on our souls of the free 
choices of good and evil we have 
made through life.” 


SALES MANAGEMENT 


Ever wished you could keep your eye 
> oh your air shipment-DOOR TO DOOR ? 


Every now and then 


there is the one shipment 

that must be delivered 

on time. This is the shipment 

you would like to keep 

your eye on so there'll be no 

slip. But if you can’t do this— and the chances are you 
can’t—the best thing is to be able to call a service that 


will act as eyes for you. 


Emery Air Freight has a nationwide staff ready to as- 
sist your own expediting department. This staff keeps 
an eye on your shipment from “door-to-door” to make 
sure delivery is made at the time you want it. But this 
is only one of Emery’s features. Emery can provide max- 


imum speed with maximum dependability in moving 
your goods because of its unique operation: 
@ The use of all airlines, all surface transportation passen- 


ger or cargo, freight or express the best of everything 
that moves in the air or on the ground. 


@ Absolute control of your shipment all the way via Emery’s 
private wire system and nationwide standby staff ready to 
assist your own expediting departments. 


® Continuous contact with your shipment so it can be routed 
around trouble-spots. 


@ Immediate confirmation of delivery or of unavoidable 
delay so your plans can be adjusted efficiently. 


Inbound or outbound, Emery provides you with “The 
World’s Fastest Transportation System.” 


YA PRINTERS, ENGRAVERS, ELECTROTYPERS ... SALES, ADVERTISING 
' Ah AND PROMOTION EXECUTIVES! Emery's Timed Delivery Service is 


designed 
throughout the Country. Ask us about this 
services you 


make simultaneous deliveries to any number of points 


and other special Emery 
can use profitably 


EMERY AIR FREIGHT CORPORATION 


New York 17; Offices or agents in all major cities and towns in the United States 


When you want to get a woman 
to buy vour brand, the place to 
tell your story ts in the medium 


on which she depends when she 


gets down to the business of 


planning her purchases. And 
that’s the newspaper 
More than any other, the 
newspaper is the medium 
which is an integral part of a 
woman’s life... thru which 
she participates in the affairs 
of her own community...and 
to which she turns daily for 
information and guidance in 
personal and family affairs. 
In these days of intensified 
competition and increasing 
self service by women, no 


medium can match the news- 


What is the best way 
to sell your brand? 


paper for direct selling effect 
at the retail level. It is the 
retailer's own advertising 
medium. It is the one to which 
women turn voluntarily every 
day for buying ideas. 

You turn today’s selling 
conditions to your advantage 
when you use the newspaper. 
And in Chicago the news- 
paper which will give you 
greatest returns from your 
advertising is the Tribune. 

A Tribune representative 
will be pleased to work out 
with you a consumer-fran- 
chise plan such as other ad- 
vertisers in your field are 
using with success. Why 
not get in touch with him 
today? 


Chicago Tribune 


